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ABSTRACT 1 
 
 ABSTRACT 
This study aims to better understand the process in which public relations practitioners and 
top managers of Indonesian mining companies develop perceptions about the organisational 
environment and how these perceptions shape the enactment of corporate social 
responsibility and public relations. This is an interpretive qualitative study involving three 
case studies: an Indonesian private mining company, a multinational company, and a state 
owned company.   
 
Using enactment theory, this study found that their CSR and PR practices are constructed 
through an interactive and cyclical process involving organisational members’ interpretations 
of their organisational environment. There were two processes involved: (1) the process to 
select the interpretation towards the ecological changes and (2) the process to decide how to 
act upon the interpretation chosen. Two significant ecological changes, and perceptions of 
these changes, were identified as contributing to the shaping of CSR and PR practices among 
research participants: (1) the social and political changes in the post Suharto era and (2) the 
emergence of the international CSR movements. This study found that the participants’ 
interpretation towards these two factors was influenced by the company’s ownership. This 
study also confirms the notion of self-fulfilling prophecy where one’s beliefs, whether true or 
false, affect the construction of one’s social reality.  
 
This study contributes to the scholarship of international public relations. The study 
demonstrates how environmental, organisational and individual factors interact to influence 
CSR and PR. These findings will be valuable for educators and practitioners in their 
understanding of the organisational role of PR as well as in their development of curricula 
and CSR programs respectively. 
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 CHAPTER 1: INTRODUCTION 
 
1.  Background 
Over the last decade a large body of research has been carried out under the broad theme of 
corporate social responsibility (CSR).1 The public relations (PR)2 field has also become 
involved in studies of CSR. Despite this growing body of research, it is not well known why 
a company adopts particular CSR and PR functions and what shapes these outcomes. The 
primary purpose of this study is to examine this question. Using enactment theory, this study 
proposed that CSR and PR functions were the result of a company’s effort to construct and 
enact their environment due to ecological changes. The interpretive approach was applied to 
understand how organisational members interpret their environment in constructing CSR and 
PR. A case study approach involving companies in the Indonesian mining industry was 
adopted as a lens through which to understand this phenomenon.  
 
In general, CSR implies that companies are expected to do business in a responsible way. In 
spite of this, CSR seems to mean different things to different people and companies. This 
problem is not new. It existed in 1972 when Votaw (1972) stated: “CSR means something, 
but not always the same thing to everybody” (p. 25). Nowadays, there are many 
terminologies used to describe the phenomena related to social responsibilities of 
corporations. CSR is quite often linked to business ethics, that is, how corporations practise 
in an ethical way (Hasnas, 1998). Others relate CSR to global poverty and international 
development (Hopkins, 2007). The expectations for corporations to be more transparent in 
conducting their business have linked CSR to the issues of corporate accountability and 
                                                 
1
 From now on, this study will use CSR as the abbreviation for corporate social responsibility 
2
 From now on, this study will use PR as the abbreviation for public relations.  
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corporate governance.  Corporate citizenship (Matten, Crane, & Chapple, 2003; Morrison, 
2003) and corporate sustainability (Marrewijk, 2003) are two other current issues that are 
linked to CSR.  
 
Different groups of people also address different issues in relation to CSR. Local government 
emphasises the importance of public–private partnership to develop the community. 
Consumer groups are concerned with product quality as part of a company’s responsibility. 
Environmentalists focus on the environmental impact of corporations. Scholars from various 
disciplines, such as marketing, quality management, communication, or human resources 
management, also address different issues of CSR that fit in their discipline. What these 
conditions suggest is that there is no specific definition of CSR. Each of them defines CSR in 
line with their perception of specific situations and challenges.  
 
Another debate addressed by scholars in relation to CSR practices is whether there should be 
a global CSR approach only or a decentralised local CSR approach (Muller, 2006). This 
debate is especially relevant for a multinational company that needs to operate in a host 
country that has a different local context. Whelan (2007) commented that CSR theories and 
practices heavily focused on European and American culture. Meanwhile, as Whelan (2007) 
argued, CSR is always embedded within specific social and cultural contexts. 
 
Idemudia (2007) asserted that there were similarities of environment and priorities of people 
between developing countries and Western countries, but also there were sufficient 
differences between them. These differences may result in the obligation that is expected to 
be fulfilled by companies in developing countries as well as affect the success or failure of 
companies to meet this social obligation (Idemudia, 2007). 
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In PR literature, CSR is discussed under the topic of PR and ethics. There are two main topics 
in PR ethics: the ethics for the PR profession itself and the function of PR to ensure the 
management decisions are ethical and socially responsible. The ethical standard of the PR 
profession is articulated into a professional code of ethics, which also covers social 
responsibility matters. As shown in the codes of the Public Relations Society of America 
(PRSA), the Canadian Public Relations Society (CPRS), the Public Relations Institute of 
Australia (PRIA), the Public Relations Institute of New Zealand (PRINZ), and the Public 
Relations Institute of South Africa (PRISA), each code mentions that PR practitioners should 
conduct their profession in a manner that does not conflict with public interest (Walle, 2003). 
In spite of this, codes of ethics have been criticised as good guidelines for the professionals 
but lacking detailed guidelines and relying heavily on individual interpretations (Bowen, 
2004). 
 
In helping management to act ethically, PR practitioners often face a dilemma of how to 
balance the interest of the organisation with the interest of the public, as well as of the 
society, the profession, and themselves (Skinner, Mersham, & Valin, 2003). Due to criticism 
against codes of ethics, PR scholars have worked to find other approaches to understand and 
manage this ethical dilemma.  
 
Utilitarianism, which suggests that whether a moral belief is right or wrong is based on the 
consequences of the action, has dominated the discussion to understand the position of PR 
practitioners in CSR matters. This is due to the perception that an organisation has a social 
responsibility when it has consequences on the public or society as a whole (Grunig, Grunig, 
& Dozier, 2002). Utilitarianism, however, has been criticised for its limited usefulness in 
overcoming the ethical dilemmas. This approach tends to ignore the needs of the minority 
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and prioritises the majority only, as the ethical decision should benefit the greatest number of 
people by creating happiness, good, or service for them (Bowen, 2004). This approach also 
requires the decision-makers to identify the consequence of the action. Meanwhile, the 
consequences are affected by many factors and too unpredictable to be an accurate measure 
of ethics in a certain situation (Bowen, 2004). 
 
A two-way symmetrical relationship model is proposed by scholars as a way for PR 
practitioners to balance the organisational values with the public’s values. This model has 
dominated the discussion on PR functions in CSR matters (Botan & Taylor, 2004). The 
model, however, has been criticised as too idealistic and in reality is hardly ever used. The 
organisation most often sets the rules that underline the dialogue between the organisation 
and the public. In other words, the power to decide the principles in relationships lies with 
only one party: the organisation (Fitzpatrick & Gauthier, 2001). In addition, PR practitioners 
are not altruistic; they also want to defend the interests of their employer (Grunig & Grunig, 
1992). 
 
Further, PR scholars have discussed the role that PR practitioners can take in ethical decision-
making processes. Bowen and Rawlins (2007), Heath (1989), Ryan and Martinson (1983; 
1985), and Judd (1989) asserted that compared to other officers in corporations, PR 
practitioners were best at acting as the corporate consciences, who ensure that corporations 
act ethically and are socially responsible. L’Etang (2003) proposed the role of PR 
practitioners as ethical guardians of the company. Bivins (1993), Preston (2007) and 
Martinson (2000) suggested that PR practitioners serve the public interest. Stark and 
Kruckeberg (2003) emphasised community building as the ethical obligations of PR in the 
era of globalisation. What these scholars suggest is the importance of the company to enact 
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PR functions in their ethical decision-making process. The new challenge for PR practitioners 
in the globalisation era is to lead the organisation to be socially responsible (Robert, 1999; 
William, 1999).  
 
Scholars (Bowen & Rawlins, 2007; Fitzpatrick & Gauthier, 2001; L'Etang, 2003) noted that 
these ethical roles of PR were only possible in two-way symmetrical relationships, but as 
mentioned before such relationships were almost impossible to achieve. In addition, there 
will always be conflict over which role PR practitioners should enact due to multiple 
expectations and interest from the practitioners themselves, the organisation, and the public 
(Katz & Kahn, 1978). 
 
Despite the scholars noting the important role of PR in the ethical decision-making process, 
previous research suggested that PR practitioners have only a small impact on the 
institutionalisation of ethics programs and were not actively involved in handling ethical 
issues, including CSR issues (Fitzpatrick, 1996; Heath & Ryan, 1989). Heath and Ryan’s 
(1989) survey of 300 public affairs officers revealed that the majority of them were not 
involved at all in developing corporate ethics programs, and more than half were only 
moderately involved in them. They found that codes of corporate ethics were typically driven 
by the highest corporate officials, and not from PR practitioners. Similar to this study, 
Fitzpatrick’s survey (1996) showed that ethics officers were more likely to be lawyers, 
human resource officers or finance managers. Less than 7% of them were PR officers. The 
survey also indicated that ethics officers preferably referred to codes of ethics in making 
decisions rather than asking for PR counsel.  
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In 2000 Fitzpatrick (2000) surveyed 150 CEOs of the largest public and private companies in 
the Dallas area to explore their views about CSR. This survey revealed that only 25% of 
CEOs would seek advice from PR in matters of social responsibility issues. The overall 
findings of the survey indicated that CEOs would obtain counsel from professionals other 
than PR people on matters of corporate ethics and CSR. These findings supported the 
previous survey of Fortune 1000 CEOs conducted by the Centre for Business Ethics (Kamm, 
1993). This study revealed that executives seldom assign PR practitioners as ethics officers. 
Further, the study conducted by Kim and Reber (2008) towards 173 PR practitioners revealed 
that many claimed that their contributions towards CSR practice were limited by the 
commitment of the top manager to the CSR programs and practices. A number of 
practitioners felt the lack of support from their top managers.  
 
Several scholars have tried to understand the gap between what scholars believed about the 
role of PR in CSR matters and what happened in practice. Some studies (Heath & Ryan, 
1989; Moss, Warnaby, & Newman, 2000) showed the lack of companies’ understanding of 
PR as one reason for the gap. Heath and Ryan (1989) observed that top managers often view 
PR practitioners as publicists who have little contribution to make in handling social 
responsibility issues. In another study of PR practitioners in UK it was revealed that even 
though PR was perceived to have a strategic value, this was only for supporting business 
interests (Moss et al., 2000). In addition, this research (Moss et al., 2000) showed that 
practitioners spent considerable time handling tactical communication tasks on behalf of 
organisations.   
 
PR practitioners were also often perceived as not having adequate ability to take a broad-
based view or make organisational decisions. As shown in the studies by Lindenmann and 
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Lapetina (1981) and Moss et al. (2000), PR practitioners were perceived as lacking a 
comprehensive understanding of the social, political and business problems and issues about 
which they needed to write and counsel. These studies revealed that PR practitioners were 
called on only to solve problems that were seen to have a strong relationship with 
communication issues. Fitzpatrick (1996) pointed out that these findings were also due to the 
top manager’s view that complying with the law was perceived as the most important aspect 
of social responsibility rather than taking into account public interests. Accordingly, instead 
of assigning PR practitioners, organisations often chose legal officers to serve as ethics 
officers. 
 
What these scholars suggested was that the function of PR in ensuring the organisation act 
socially responsible was shaped by the perceptions of PR practitioners and the top managers 
towards CSR practice and the PR profession. As Kim and Reber (2008) pointed out, the CSR 
roles of PR were very different depending on PR professionals and their organisations. How 
organisations identify issues they must address and the priority they give to them are factors 
that shape their PR and CSR practices. The development and implementation of PR and CSR 
functions exist through managerial understanding and how PR practitioners and top managers 
make sense their organisational environment. 
 
Further, Martinson (2000) asserted that to support the CSR commitment of the organisation, 
PR practitioners were often caught between the proverbial “rock and a hard place” (p. 18). In 
making an ethical decision in an organisation, PR practitioners are faced with the difficulty of 
having to satisfy the company, the public interest, the PR code of ethics, and their personal 
values (Preston, 2007; Skinner, et al., 2003). PR scholars, Fitzpatrick and Gauthier (2001) 
quoting the classical philosopher Aristotle, pointed out that determining morally right action 
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was difficult based on reasoning alone. Instead, the decision rests with perception about the 
organisational environment (Fitzpatrick & Gauthier, 2001). It is important to learn to 
differentiate the morally relevant particulars in each situation. The discrepancy between PR 
theoretical positions and PR practices when it comes to PR roles in CSR practices will be 
discussed further in Chapter 3: Corporate Social Responsibility in Public Relations 
Discourse. 
 
Given this background, this study aims to understand how the perceptions of PR practitioners 
and top managers towards their organisational environment shape an organisation’s CSR and 
PR practices. This study is conducted by examining perceptions of PR practitioners and 
members of top management in Indonesian mining companies. There are a very few studies 
on PR and CSR practices in Indonesia. This is due to the fact that CSR movements are 
relatively new in Indonesia. CSR movements in Indonesia started in early 2000 during the 
post Suharto era (Kemp, 2001). Research conducted by the International Centre for Corporate 
Social Responsibility3 in 2003 found that only 24% of the 50 biggest companies in Indonesia 
reported their CSR activities (Chambers, E., Chapple, W., Moon, J., & Sullivan, M., 2003). 
Only 18.2% of this percentage gave an extensive report4, while rest of it gave only one or two 
pages report. None of these companies have a dedicated CSR report. This is the lowest 
number compared to the other six Asian countries, i.e. India, South Korea, Malaysia, 
Philippine, Singapore and Thailand. Indonesia also has the lowest community involvement 
programs compared to the other six Asian countries (Chambers, et.al., 2003). The community 
involvement programs carried out in Indonesia included agriculture and local economic 
                                                 
3
 The study aims to investigate the penetration of CSR reporting within 7 Asian countries, i.e. India, Indonesia, 
Malaysia, the Philippines, Singapore, South Korea and Thailand; the extent of CSR reporting within companies 
and the waves of CSR engaged in. 
4
 Reports which consist of more than 10 pages are classified as extensive reports (Chambers, et.al., 2003).  
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development programs, community development programs, and activities to support religious 
organisations (Chambers, et.al., 2003). Within this context, previous studies on PR and CSR 
mainly focused on community relations activities.  Most available studies mainly describe the 
variaties of community relations activities performed by organisations. Studies on oil 
companies (Prasetyo, 2005; Sulistyaningrum, 2002) and a mining company (Mahendra, 
2005)  for examples, only describe the community relations activites in terms of the name of 
activities and the way the companies conduct the activities. Previous studies have not 
explored how and why they chose to conduct certain CSR and PR practices. Accordingly, 
conducting this study in Indonesia provides a unique opportunity to examine specific 
applications of PR and CSR in a country where CSR activities are occurring but are not well 
researched or understood.  
 
As noted by Sriramesh (2009), political systems, economic systems, degrees of activism, 
culture and the media system influence the practice of PR in certain countries. Among these 
factors, however, only culture has been linked to PR practices by several scholars (Cooper-
Chen & Tanaka 2008; Devereuk, 2009; Freitag & Stokes, 2009; Huang, 2000; Jo & Kim, 
2004; Rhee, 2002; Sriramesh, 1992; Sriramesh, Kim, & Takasaki, 1999). Meanwhile, only a 
few studies have been conducted to explain how the other four factors, which are political 
systems, economic systems, degrees of activism, and the media system, link to PR practices 
(Sriramesh & Vercic, 2009).  
 
In July 2010, the Indonesian Government adopted Law number 40/2010, which obliged 
natural resources companies to conduct environmental and social responsibility programs. 
This makes Indonesia the first country in the world to adopt a CSR law (Hasibuan-Sedyono, 
2007). Indonesia also provides a multicultural background. With a population of over 220 
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million, it is the fourth most populated country in the world and the biggest archipelago 
country, consisting of more than 17,000 islands. There are around 300 ethnic groups, 
contributing to a vast cultural diversity. In addition, social and political changes in Indonesia, 
from the authoritarian into the democratic system, provide a significant context to examine 
how the local context led to the local diversity of PR and CSR practice (Burton, Farh, & 
Hegarty, 2000; Chapple & Moon, 2005; Chavaria, Cheney, & Roper, 2007; Phoon-Lee, 2006; 
Sriramesh, Ng, Ting, & Wanyin, 2007; Vitell, Nwachukwu, & Barnes, 1993; Wang & 
Chaudhri, 2009; Whelan, 2007). Accordingly, Indonesia was chosen to better understand how 
environmental factors shape the perceptions of PR practitioners and top managers towards 
CSR and PR functions. 
 
The mining industry was chosen due to its problematic position in Indonesia. Although this 
industry is a significant player in the economic sector in Indonesia (Nations Encyclopedia, 
2006; Torrisi, 2007), the industry has been accused of a number of human rights and worker 
rights violations as well as causing environmental problems (Kemp, 2001; Muhammad, 
Maimunah, & Kirom, 2005). In spite of this, many mining companies claim to embrace CSR5 
practices (Indonesia Business Link, 2004; Kemp, 2001; Napitupulu, 2007). The industry 
therefore provides an appropriate context to understand the process of how PR practitioners 
and top managers deal with the difficulty of making a decision they perceive satisfies the 
company as well as the public interest. 
 
                                                 
5
 At the Indonesia Corporate Social Responsibility conference 2007, which was supported by the Department of 
Energy and Mineral Resources of Republic Indonesia, there were several oil, gas and mining companies that 
received the social empowerment award because of their CSR programs. These companies are PT Newmont 
Nusa Tenggara, PT Freeport Indonesia, PT Kaltim Prima Coal, PT Berau Coal, PT Adora Indonesia, BP 
Tangguh, Total E&P Indonesia, Medco E&P Indonesia, PT Star Energy, and Badan Operasi Bersama PT Bumi 
Siak Pusako-Pertamina Hulu. In addition, these companies explicitly publish their CSR policies on their 
corporate website.  
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The contextual background of this study, which is the Indonesian mining industry, will be 
discussed further in Chapter 5. 
 
2.  Research Questions and Aims of the Study 
This study aims to answer the questions:  
“How do perceptions of an organisational environment among PR practitioners and 
top managers of mining companies influence CSR and PR functions of these organisations?”    
Based on the research questions, this study aims: 
1.1. To understand the process in which PR practitioners and top managers of mining 
companies develop their perceptions of the organisational environment. 
1.2. To understand the implications of PR practitioners and top managers of mining 
companies’ perceptions of the organisational environment on how they enact CSR and 
PR functions. 
1.3. To examine how PR practitioners and top managers of mining companies perceive the 
relationships between CSR and PR functions in mining companies. 
1.4. To identify the enacted role of PR practitioners in CSR matters. 
1.5. To determine the significance of ownership in shaping perceptions of the organisational 
environment and the enactment of CSR and PR functions in mining companies. 
 
3.  Research Approach  
3.1.  Interpretive Approach 
To achieve the aims of the study, the interpretive approach was chosen. As Daft and Weick 
(2001) noted, the organisation can represent the interpretation system. CSR and PR are 
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constructed by the organisation through an interpretive process of the organisational members 
towards their environment. 
 
Burrell and Morgan (1994) remarked that as a paradigm for social science research the 
interpretive approach is based on a belief that social reality exists in spirit or idea rather than 
on concrete facts. This social reality is constructed through words, symbols, and behaviour of 
its members (Weeks, 1980). They construct reality through an ongoing communication and 
negotiation with others; as noted by Neuman (2006), “social life is based on social interaction 
and socially constructed meaning systems” (p. 89). Concepts of roles, functions, norms, or 
values, according to this approach, are considered artificial creations, ways of understanding 
and making sense of social actions (Putnam, 1983). Meanings are not reflected in the 
languages or symbols used by organisational members. Instead, they develop from the 
interaction processes among individuals and the ways that individuals make sense of their 
environment (Putnam, 1983). Interpretive studies focus on the meanings linked to certain 
symbols, as well as on the interactions that create and modify them. Accordingly, using 
interpretive approach, this study focuses on how meanings are constructed by PR 
practitioners and top managers in relation to PR and CSR functions and what factors that 
influence the process. How this approach is incorporated into this study will be discussed 
further in Chapter 4: The Methodology.  
 
3.2.  Enactment Theory 
In line with the interpretative approach, this study employed enactment theory to understand 
the phenomenon studied. Enactment theory was developed by Weick (1969, 1979, 1995, 
2001, 2009b) to understand how people think and act as organisational members. Weick 
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(2003) noted that the concept of enactment is often confused with the concept of organising 
and sensemaking. Scholars often used these terms interchangeably but hesitantly. Weick 
(2003) explained that organising, sensemaking and enactment are three different concepts but 
still relate to each other. Sensemaking is a process in which organisational members make 
sense of organisational events by extracting cues to make a plausible explanation for events 
(Weick, 1995). This includes seven properties: identity construction, extracted cues, ongoing 
sensemaking, social sensemaking, retrospection, enactment, and plausibility (Weick, 1995). 
Meanwhile, as Weick (1969, p. 91) stated, “organising consists of the resolving of 
equivocality in enacted environment by means of interlocked behaviours embedded in 
conditionally related processes”. This involves three key processes: enactment, selection, and 
retention. Finally, as Weick (2003) remarked, enactment is the glue that binds organising and 
sensemaking.   
 
Enactment theory explains the connection between the activities of organisational members 
and the environment. Weick (2009a) stated that people live in a complex reciprocal 
relationship with their environment. People enact their environment as they experience 
equivocality. As explained by Weick (1979), equivocality refers to information having two or 
more clear and reasonable meanings. To reduce equivocality, organisational members create 
and enforce certain interpretations on themselves, their organisation and environment (Weick, 
2001).  
 
Enactment implies that people act in order to develop a sense of their future actions. 
Enactment is about two questions: “What’s the story?” and “Now what?” (Weick, 2009a). 
People’s actions in responding to these questions codetermine their answers. It is about how 
actions alter what people face. People enact part of their world including themselves.  
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Enactment is not merely perception. Instead, it is a process in which individuals “construct, 
re-arrange, single out, and demolish many ‘objective’ features of their surroundings. When 
they unrandomise variables, they insert vestiges of orderliness, and literally create their own 
constraints” (Weick, 1979, p. 164). Enactment changes people from inactive to active actors 
who create their own environment. People share a common reality when they have similar 
experiences and interpretations of them.  
 
This theory is related to the study of organisations since organisational members cannot 
separate themselves as an individual or a member of the organisation about how they impose 
certain meanings on themselves, other actors, and the environment (Weick, 1979). In line 
with this, Heath (2001) proposed a rhetorical enactment view of PR which maintained that 
“all of what each organisation – as well as of each market, audience, and public – does and 
says becomes meaningful because of interpretations that people place on those actions and 
statements” (p. 32). Thus, this theory was chosen as a framework in understanding how PR 
practitioners and top managers perceive their organisational environment and how their 
perceptions shape the enactment of CSR and PR functions. This approach will be discussed 
further in Chapter 3: The Theoretical Framework.  
 
4.  Structure of the Thesis 
This thesis has been organised into 10 chapters, which are briefly described below. 
 
Chapter 1, the introduction chapter, provides the background and justification for the study. 
The research questions and aims of this study are also identified. The interpretive approach 
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and enactment theory are presented as the theoretical framework used to understand the 
phenomena studied. 
 
A review of CSR in PR literature is presented in Chapter 2. This chapter is divided into three 
sections. First, the review of various perspectives of CSR is presented. This provides insights 
into the various ways an organisation perceives and enacts CSR functions. In the second part, 
the chapter discusses the relevance of strategic issues management in defining CSR 
standards. Finally, in section three the chapter examines PR ethics, discussing the position of 
CSR matters in PR ethics discourse. A review of the role that PR practitioners can play in 
CSR matters is presented.  
 
Chapter 3 focuses on enactment theory, the theoretical framework used in this study. This 
section discusses how enactment theory provides a framework for understanding the process 
of organisational interpretation particularly as it relates to bracketing and punctuating 
processes and the notion of self-fulfilling prophecies. 
 
How this study was conducted is presented in Chapter 4: The Methodology. This explains the 
interpretive approach and qualitative research as the nature of this study and the case study as 
a method to understand the phenomena studied. This chapter explains why the method was 
chosen.  
 
In Chapter 5, a contextual background is provided that explains historical development in 
Indonesia as well as the specifics about the mining industry in that country. 
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Chapters 6, 7 and 8 are Findings chapters. The cases will be presented individually, case by 
case, instead of by themes. This aims to provide thick description about each case. Chapter 6 
describes findings in the Indonesian private company. Chapter 7 presents the findings in the 
multinational company while the findings in the state-owned company are presented in 
Chapter 8. The patterns found in each case are categorised into four themes: (1) the 
participants’ perception of CSR, (2) the participants’ perception of PR, (3) the participants’ 
perception of the relationships between CSR and PR, and (4) factors that the participants 
believe influence their perceptions.  
 
In Chapter 9, Weick’s enactment theory is used to examine the findings in more analytical 
detail. The discussion provides insights into the interpretative modes of the organisations. 
This is followed by the identification of ecological factors that cause equivocality. 
Throughout this chapter the process used by the participants to construct and enact the 
environment are discussed.  
 
Finally, in Chapter 10, the Conclusion, major findings of the study are summarised and 
implications of the findings on PR studies, PR practices, and PR education are discussed. The 
chapter also offers recommendations for future research.
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1.  Introduction 
This chapter discusses the current research on CSR as found in PR literature. The chapter 
comprises three parts. The first is the review of approaches to understanding CSR practices. 
The diversity of views on CSR and the practice of CSR are highlighted as are the 
organisational factors shaping CSR practices. Debates over a global approach and a local 
approach in developing and implementing CSR strategy as well as the implications for the 
current study are also discussed.  
 
The second part of this chapter discusses the strategic issues management and its function to 
manage legitimacy gap in relation to CSR. Defining the standards of CSR is always 
problematic. This section proposes the strategic issues management as an approach to 
manage the discrepancy between organisational behaviours and social values and 
expectations. 
 
Finally, the third part focuses on PR ethics and discusses the position of CSR matters in PR 
ethics discourse. This covers the utilitarianism and the deontological theories, which propose 
particular approaches when facing ethical dilemmas and how best to balance the interest of 
the organisation with the interest of public, of society as a whole, of the profession, and of PR 
practitioners’ personal values. This is followed by a review of what scholars say about the 
role of PR practitioners in CSR matters. A review of previous studies on the PR role in CSR 
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matters is also presented as a way to illustrate past approaches in understanding PR’s 
relationship to CSR and how the current study proposes to adopt a different approach.  
 
2.  Corporate Social Responsibility 
2.1.  Perspectives on Corporate Social Responsibility 
In academic literature, scholars adopt different perspectives to understand CSR. The 
discussion of CSR often brings up the debate about whom corporations have responsibilities 
towards. Marrewijk (2003) wrote of three approaches addressed by scholars in relation to this 
issue: (1) shareholder approach, (2) stakeholder approach, and (3) societal approach. 
Shareholder approach, which is regarded as the classical view, maintains that corporations are 
not created by society but are owned privately by shareholders (Hasnas, 1998). Accordingly, 
it is the right of corporations to be responsible only to shareholders. Corporations are allowed 
to be socially responsible but only if shareholders ask them to be. This approach also 
perceives corporations as business entities whose purpose is to gain profit. As pointed out by 
the economist, Friedman (1993), “there is one and only one responsibility of business – to use 
its resources and engage in activities designed to increase its profits so long as it stays within 
the rules of the game” (p. 60). Further, he remarked: “the business of business is business” (p. 
60). Thus it can be interpreted that corporations are concerned about CSR only if this 
contributes to the aim of business, which is the creation of long-term benefit for the 
shareholder. 
 
The second approach is stakeholder theory, which emphasises the obligation of corporations 
to take into account their stakeholders (Donaldson & Preston, 1995; Evan & Freeman, 1995; 
Freeman, 1984; Goodpaster, 1991). Stakeholders are defined as “any groups or individuals 
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who can affect or are affected by the achievement of the firm’s objectives” (Freeman, 1984, 
p. 25). Evan and Freeman (1995) pointed out that each stakeholder group “has a right not to 
be treated as a means to some end, and therefore must participate in determining the future 
direction of the firm in which they have a stake” (p. 146). Corporations need to be concerned 
about the needs, hopes and influences of stakeholders (Yakovleva, 2005). Therefore, 
corporations have a duty not only towards their shareholders but also stakeholders. 
 
Finally, the societal approach concerns the responsibility of corporations to society as a 
whole, of which corporations are an integral part (Marrewijk, 2003). This approach maintains 
“corporations operate by public consent (licence to operate) in order to serve constructively 
the needs of society – to the satisfaction of society” (Marrewijk, 2003, p. 97). This approach 
suggests the need of corporations to consider their position and act in terms of the complex 
societal context of which they are a part (Marrewijk, 2003). 
  
Societal approach is a response to corporate challenges in the current complex societal 
context. Corporations face increasing pressures to deal with and respond to the societal issues 
arising from their activities (Pinkston & Carroll, 1996). Constant demands from various 
groups, such as non-governmental organisations (Doh & Guay, 2006), shareholder activists 
(O'Rourke, 2003), business customers (Roberts, 2003), socially responsible investors 
(Aslaksen & Synnestvedt, 2003), labour unions (Egels-Zanden & Hyllman, 2006) and 
communities (Waddock & Boyle, 1995), urge corporations to allocate resources to CSR 
initiatives. General societal trends such as the growing attention to labour issues (Egels-
Zanden & Hyllman, 2007), human rights (Cassel, 2001; Puncheva-Michelotti, Michelotti, & 
Gahan, 2010), ethical consumerism (Harrison et al., 2006) and institutional performance 
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(Waddock, Bodwell, & Graves, 2002) are other phenomena that cannot be ignored by 
corporations. 
 
Society’s expectations towards corporations have evolved in response to the various 
difficulties they have experienced. The societal issues directed to the organisation by its 
stakeholders can be various and often conflicting (Maon, Lindgreen, & Swaen, 2008). Within 
this situation, the organisation experiences difficulties in its attempt to identify issues for its 
CSR programs.   
 
Within these three broad schools of thought are assumptions about what motivates 
organisations and influences particular CSR approaches among organisations. The 
motivational factors can be classified into four groups: (1) economic, (2) political, (3) social, 
and (4) ethical (see Garriga & Mele, 2004). A brief discussion of these factors is provided. 
 
2.1.1.  The Economic Motives of Corporate Social Responsibility 
Theories that consider economic aspects of interactions between the organisation and the 
public are primarily instrumental theories, since they perceive CSR as an instrument to create 
profit (Garriga & Mele, 2004). CSR is a tool to maximising shareholders value, measured by 
the company’s share price, as earlier suggested by Friedman (1993). 
 
In doing business, the organisation under this perspective would mention the contract among 
stakeholders. However, it is merely for gaining profit. As asserted by Friedman (in 
Beauchamp & Bowie, 1993, p. 50), “stockholders are entitled to their profits as a result of a 
contract among the corporate stakeholders – employees, managers, customers, suppliers, the 
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local community, and the stockholders”. Each stakeholder makes contributions to the 
corporation, and so does the corporation. Employees must give their best service in order to 
receive a salary from their corporation. The community will receive tax payments as a result 
of giving business a better environment in which to operate. Suppliers will also get a 
negotiated price from corporations as a result of supplying good-quality products. The 
remaining funds after these payments belong to stockholders as profits, as the contractual 
return for risk taken in supplying the capital (Friedman in Beauchamp & Bowie, 1993). 
 
Friedman (1993) argued that this perspective already includes the moral obligation implicitly, 
since they are doing business “within the rules of the game” (p. 60). In other words, the top 
management of the companies in this light believe they are causing no harm to the public. 
However, if they are being asked to have a more moral duty, “philanthropic” activities then 
result (Youd-Thomas, 2005, p. 54). 
 
Klonosky (1991) stated that top managers may argue that each functional group within a 
social, political and economical context should focus on their functions without interfering 
with other functions. When top managers consider their companies as part of economic 
functions that focus more on business goals, this means the companies should be business 
entities whose aim is mainly to gain profit.  
 
Still in line with the economic motivation perspective, CSR is often perceived as a social 
investment to achieve long-term objectives and create a competitive advantage. This is 
conducted by allocating some resources of the company. Porter and Kramer (2002) noted that 
social investment through philanthropic activities was believed to be the only way to create 
competitive advantage and increase the company’s social performance. Hart (1995) 
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maintained that competitive advantage was achieved through the ability to manage the 
company’s human, organisational, and physical resources over time. Hart (1995) noted three 
main interconnected strategic capabilities: pollution prevention, product stewardship, and 
sustainable development, which are able to increase the competitive advantage of a company. 
Hart and Christensen (2002) as well as Prahalad and Hammond (2002) noted the importance 
of a company to produce a product targeting the poor or lower-middle class to create 
competitive advantage through CSR commitment. CSR is also linked to cause-related 
marketing. This is an approach to differentiate products by creating socially responsible 
attributes that affect company reputation, such as sponsoring an art exhibition or producing 
non-animal-tested products (Smith & Higgins, 2000; McWilliams & Siegel, 2001). All of 
these approaches maintain that CSR is a strategic tool to achieve the economic objective of 
the company. 
 
It can be argued that this perspective shows a strong position that effectively distances 
companies from social responsibility. However, those who adopt this perspective believe that 
their companies are still considered responsible institutions since they are still concerned with 
a moral minimum (Beauchamp & Bowie, 1993). The moral minimum requires corporations 
not to cause harm to society but without the obligation of improving social welfare. 
Accordingly, “corporations may strive for profits so long as they commit no harm” 
(Beauchamp & Bowie, 1993, p. 52). Furthermore, Friedman considers that if there are social 
responsibilities they must be the social responsibilities of individuals, not of business, since 
those responsibilities are performed by corporate executives to their families and societies 
(Stieb, 2001). Friedman strongly rejects the values of CSR that focus on the economic 
achievements of corporations for general welfare (Windsor, 2006). 
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2.1.2.  The Political Motives of Corporate Social Responsibility 
CSR is also linked to the power and position of companies in society and their responsibility 
towards society. Corporate constitutionalism (Davis, 1960), integrative social contract 
theories (Donaldson & Dunfee, 1994, 1995, 1999), and corporate citizenship (Matten, Crane, 
& Chapple, 2003) are theories under this group.  
 
Corporate constitutionalism maintains that a company has a social power in society, and as a 
social institution the company must use this power responsibly (Davis, 1960). Davis (1960) 
proposes two principles: “the social power equation” and “the iron law of responsibility” (p. 
45), to explain how social power should be managed. The social power equation principle 
states that “social responsibilities of businessmen arise from the amount of social power that 
they have” (Davis, 1967, p. 45). Davis (1967) pointed out that to maintain its position of 
power in society, the company must accept its responsibility to the whole of society. 
Meanwhile, the iron law of the responsibility principle suggests the negative impacts of the 
absence of the use of power in a responsible way. As Davis (1967) noted, “those who do not 
take responsibility for their power, ultimately shall lose it” (p. 49). This principle insisted that 
if the company does not accept its social responsibility, then other companies or groups will 
eventually step in to resume these responsibilities. In other words, the company tends to lose 
its social power in society when it fails to keep its social responsibility equal to its social 
power. 
 
Another theory that explains the political motives in CSR is the integrated social contract 
theory. According to this theory, there is a social contract between companies and society 
(Donaldson & Dunfee, 1994, 1995, 1999). The presence of the company depends on the 
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agreement with society. The companies are social institutions that exist through the consent 
of the public. As stated by Den Uyl, “corporations exist, then, only by social permission” 
(cited in Klonoski, 1991, p. 13). This approach emphasises the important role of society in 
the presence of companies. This implies indirect obligations of the company towards its 
society. 
 
Social contract theory considers “what conditions would have to be met for the members of 
such a society to agree to allow corporations to be formed” (Smith & Hasnas, 1999, p. 114). 
A social contract is formed under the condition that there is consent and choice for people to 
support the content of the contract. The contract is not a kind of agreement that outlines the 
duties and rights of individuals and groups of society, but refers to efforts of corporations to 
not only improve their profits but also national welfare (Klonoski, 1991). Thus, this approach 
maintains that economic progress is equated with social progress (Klonoski, 1991). 
 
Donaldson and Dunfee (1994) remarked that the contract consists of the normative general 
contract that underlines the second contract, which is a contract that occurs among specific 
communities. In a social contract each party is assumed to have expectations of maximising 
the benefits and minimising the negative impacts of productive organisations (Donaldson & 
Dunfee, 1995). Hasnas (1998) adds that social contracts theory emphasises the importance of 
corporations achieving their goals as well as satisfying their stakeholders without violating 
any laws. Therefore, this approach provides guidelines for making an ethical judgement about 
the economic behaviour of corporations (Donaldson & Dunfee, 1995, 1999). 
 
The third theory is corporate citizenships (Matten et al., 2003), which focus on the rights, 
responsibilities and possible partnerships of business in society. Garriga and Mele (2004) 
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noted that the idea of a company as a citizen is due to the greater economical and social 
power of the company compared to the government. Matten et al. (2003) noted three views of 
corporate citizenship. The first is the limited view, which perceives corporate citizenship as 
corporate philanthropy activities or social investments towards the community. The second 
view considers “corporate citizen” as another term for CSR. The third view is an extended 
view of corporate citizenship, which suggests that the company replaces the position of the 
government which fails to protect its citizens’ rights, that is, civil, social and political rights 
(Matten et al., 2003). Thus, corporate citizenship occurs when the company gradually takes 
over the role of the government towards its society.  
 
2.1.3.  The Social Integration Motives of Corporate Social Responsibility 
The theories in this group look at how the company integrates social demands into its 
operations. This perspective argues that the company depends on society for its existence, 
continuity and growth (Garriga & Mele, 2004). The theories here focus on “the detection and 
scanning of, and response to, the social demands that achieve social legitimacy, greater social 
acceptance, and prestige” (Garriga & Mele, 2004, p. 58). This group includes the concept of 
social responsiveness, which was then broadened to the concept of issue management. Issue 
management is a process by which the company identifies, assesses, and responds to social 
and political issues that may impact on the company (Wartick & Rude, 1986). This process 
serves as an early warning system for potential threats as well as opportunities (Wartick & 
Rude, 1986).  
 
The stakeholder theory is also classified under this group. As pointed out by Evan and 
Freeman (1995), each stakeholder group “has a right not to be treated as a means to some 
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end, and therefore must participate in determining the future direction of the firm in which 
they have a stake” (p. 146). Von (2003) added that to manage CSR “the identification of 
stakeholder is crucial” (p. 141). Corporations need to be concerned about the needs, hopes 
and influences of stakeholders (Yakovleva, 2005). Therefore, corporations have a duty not 
only towards their stockholders but also stakeholders.  
 
According to Mitchell, Agle and Wood (1997) there are many approaches used to define 
“stakeholder”. The narrow view attempts to define stakeholders based on practical concerns 
that relate to the availability of resources, time, attention and the patience of management to 
deal with external forces (Greenwood, 2001; Mitchell et al., 1997). This view defines 
stakeholders in terms of “their direct relevance to the firm’s core economic interest” 
(Mitchell et al., 1997, p. 857). Therefore, Greenwood (2001) defines “stakeholders” as 
“groups who are vital to the survival and success of the organization” (pp. 31-32). These 
groups consist of stockholders, employees, customers, suppliers, and key government 
agencies (Klonoski, 1991). On the other hand, the broad view is based on “the empirical 
reality that companies can indeed be vitally affected by, or they can vitally affect, almost 
anyone” (Mitchell et al., 1997, p. 857). As defined by Freeman (1984), stakeholders are “any 
groups or individuals who can affect or are affected by the achievement of the firm’s 
objectives” (p. 25). These stakeholders include local community, trade associations, unions 
and other public interest groups (Klonoski, 1991). Compared to the narrow view, this view 
requires companies to have a comprehensive understanding of their environment and make a 
greater effort to identify the interest and claims of stakeholders in order to create a fair and 
balanced relationship. Therefore, the broad view is required in CSR, since it does not merely 
deal with economic interests (Mitchell et al., 1997). 
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The third social integration theory is corporate social performance theory, which incorporates 
economic, legal, ethical, and philanthropic responsibilities. Carroll (1979) proposed a concept 
to bridge the many different thoughts about CSR: “the social responsibility of business 
encompasses the economic, legal, ethical, and discretionary expectations that society has of 
organizations at a given point in time” (p. 500). There are four domains of responsibility. 
Economic responsibility is defined as an effort to maximise earning as well as profit, 
maintain a strong competitive position and be efficient (Carroll, 1979, 1991; Pinkston & 
Carroll, 1996). Legal responsibility implies the importance of obeying or complying with the 
law (Carroll, 1979, 1991; Pinkston & Carroll, 1996). Ethical responsibility involves 
“activities and practices that are expected or prohibited by societal members even though 
they are not codified into law” (Carroll, 1991, p. 41). Finally, discretionary or philanthropic 
responsibility includes corporate activities to respond to society’s expectations by actively 
engaging in society welfare programs (Carroll, 1979, 1991; Pinkston & Carroll, 1996).  
 
Schwartz and Carroll (2003), however, argue that philanthropy is not considered as “a duty or 
social responsibility of business, but something that is merely desirable or beyond what duty 
requires” (pp. 505–506). If this domain must be included it should be part of an economic or 
ethical domain, since it is difficult to differentiate between philanthropic and ethical activities 
on a theoretical or practical level, and philanthropic activities tend to be based on economic 
interest (Schwartz & Carroll, 2003).  
 
Schwartz and Carroll (2003) propose the three-domain model of CSR to portray relationships 
among them. This model is shown in Figure 1.  
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1. purely economic 
2. purely legal 
3. purely ethical 
4. economic/ethical 
5. economic/legal 
6. legal/ethical 
7. economic/legal/ethical 
 
 
Figure 1. The Three-Domain Model of CSR 
(Schwartz & Carroll, 2003, p. 509) 
 
Schwartz and Carroll (2003) assert that none of the economic, legal and ethical 
responsibilities is more important than others, but it is possible they overlap. It also rarely 
happens that activities include one domain only. This may be due to the high correlation 
between activities that are both economic and legal, and activities that are both legal and 
ethical. The ideal overlapping should include these three responsibilities. This model is 
intended to provide a framework to categorise CSR activities.  
 
2.1.4.  The Ethical Consideration of Corporate Social Responsibility  
This group of theories focus on ethical principles that strengthen the relationships between 
companies and society. These theories and perspectives are based on principles that show the 
right thing to do or the need to achieve a good society (Garriga & Mele, 2004). The first 
theory within this group is the normative stakeholder theory. Even though some scholars have 
categorised stakeholder theory into the integrative theories group, this theory is also 
considered a normative theory as Freeman (1984) noted that “managers bear a fiduciary 
relationship to stakeholders instead of having exclusively fiduciary duties towards 
stockholders” (p. xx). Thus, this theory suggests an ethical consideration of the company to 
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be socially responsible to all stakeholders. Further, the normative stakeholder theory asserts 
that a generic formulation of stakeholder theory is not enough to cement a relationship 
between a company and society. Accordingly, this theory adds six principles to maintain 
relationships based on fairness: mutual benefit, justice, cooperation, sacrifice, free-rider 
possibility and voluntary acceptance of the benefits of cooperative schemes (Carroll & 
Buchholtz, 2006; Post, Preston, & Sachs, 2002). 
 
Another approach, which is classified as an ethical approach to CSR, is universal rights. 
Human rights have been taken as a basis for CSR in the global market (Cassel, 2001). 
Further, there are some other CSR approaches that are based on human rights, such as the UN 
Global Compact, which includes nine principles in the areas of human rights, labour and 
the environment. The next ethical principle is the concept of sustainable development, which 
emphasises the importance of a company to take into account balanced social, environment, 
and economic considerations for the long term. Sustainable development itself is defined as 
“a process of achieving human development in an inclusive, connected, equiparable, prudent 
and secure manner” (Gladwin, Kennelly, & Krause, 1995, p. 876). The term “sustainable 
development” was first used when the World Commission on Environment and Development 
(United Nations) published a report known as the “Brutland Report”. This report pointed out 
that “sustainable development seeks to meet the needs of the present without compromising 
the ability to meet the future generation to meet their own needs” (Brundtland & World 
Commission on Environment and Development, 1987, p. 8). Finally, the third ethical 
approach is the common good approach. As Garriga and Mele (2004) noted, this approach is 
when a company contributes to the common good due to the part it plays in society. There are 
many ways to do this, such as by creating wealth or providing goods and services for the 
community. This approach is similar to the stakeholder approach and sustainable 
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development, but it has a different philosophical base. The interpretation of the notion of 
common good is based on the knowledge of human nature and its fulfillment (Garriga & 
Mele, 2004). 
 
2.2.  Global Versus Local Corporate Social Responsibility Strategy 
Another scholarly debate in relation to CSR practices is whether there should be a single 
global CSR approach or whether a decentralised and differentiated local CSR approach 
would be more appropriate (Muller, 2006). This debate is especially relevant for a 
multinational company that needs to operate in a host country that has a different local 
context. Whelan (2007) commented that CSR theories and practices focus heavily on 
European and American culture. Meanwhile, as Whelan (2007) argued, CSR is always 
embedded within specific social and cultural contexts. Phillips (2006) claimed that socially 
responsible behaviour existed in the African culture before the Western countries introduced 
the CSR concept. Weyzig’s (2006) study in Mexico revealed that CSR developments were 
mainly driven by global movements, but shaped by contextual factors. Weyzig (2006) stated 
that local factors strongly affected priority issues and the operational aspects of CSR 
implementation.  
 
In today’s business environment, a company cannot avoid multicultural environments. A 
company often needs to work with people and companies from other countries or areas with 
very different cultures. Hoecklin (1995) asserted that culture is commonly viewed as the 
fundamental system of meanings shared and learned by members of a certain society over 
time. Different societies will emphasise different cultural values. These values may affect 
their expectations towards the company (Burton, Farh, & Hegarty, 2000). Certain ethical 
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standards are considered appropriate for some cultures but not always for all cultures 
(Donaldson & Dunfee, 1999). 
 
Further, Ite (2004) pointed out the difficulty of applying universal or Western standards of 
CSR to understand CSR in developing countries. Idemudia (2007) asserted that there were 
similarities of environment and priorities of people between developing countries and 
Western countries, but there were also sufficient differences between them. These differences 
may result in the company being expected to fulfil an obligation in developing countries as 
well as affecting the success or failure of the company to meet this social obligation 
(Idemudia, 2007). Blowfield and Frynas (2005) asserted the different approaches towards 
CSR between developed and developing countries. They maintained the need to give 
particular attention to CSR practices in developing countries. They noted a critical agenda to 
discuss CSR programs in relation to their contribution to development. Development-related 
issues, such as reducing poverty and building human capital, become the concerns of CSR in 
developing countries (Blowfield & Frynas, 2005). Tavis (1982) argued that the nature of 
multinational companies’ management in a developing country is basically different from 
that in a developed country. There is an additional responsibility that is commonly associated 
with the multinational role in the developing world, that is, the responsibility towards 
development of the area where they operate (Tavis, 1982). 
 
A study conducted by the World Business Council for Sustainable Development (Holme & 
Watts, 2000) revealed that CSR has a different level of priority in each country. Participants 
from the USA said that CSR was high on the company’s agenda. They believed that the 
pressures from NGOs as well as the fear of bad press that impacts on their reputation were 
reasons for this. Findings from other countries showed a different trend. In Ghana, the 
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participants noted that CSR is a lower priority for companies. The participants from this 
country perceived CSR as too expensive and there was only a little outside pressure on 
companies to initiate CSR commitment. A lack of the government control and involvement 
was perceived as another reason. Participants from Thailand pointed out that CSR has not 
been perceived as a business concept. Many of them explained that due to the economic 
vulnerability of the private sector, business was forced to be concerned solely with the 
survival of the enterprise. Within this context, CSR was perceived as a luxury item. The 
World Business Council’s study also revealed that different industries put emphasis on 
different aspects of CSR. For example, a natural resources-based industry emphasises 
community engagement, while a retailer focuses on supply chain management. Based on the 
findings, this study argued that universal codes – the “one-size-fits-all” approach – may not 
provide the answer (Holme & Watts, 2000). 
  
Similarly, on the subject of whether a multinational company should apply centralised or 
decentralised standards of CSR, Muller (2006) remarked that a centralised approach has 
potential risks. If a company follows a global CSR strategy and applies it to their foreign 
subsidiaries, a company takes a potential role to socialise CSR standards internationally 
(Muller, 2006). This approach, however, has been criticised as potentially causing conflicts of 
interest between the home and host countries, especially when they have a different level of 
development. However, if a company conducts a dialogue with local stakeholders and is 
responsive to local demands, then it is likely that this company will enact a responsive CSR 
strategy (Muller, 2006). This strategy tends to be a reactive strategy and is aimed at the 
minimum level required by the local law. This may lead to a fragmented and inconsistent 
CSR strategy and to a CSR strategy approach that lives up to the host country requirement 
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level that may be lower than international standards (Christmann, 2004). This may also be a 
purely compliance-based strategy (Muller, 2006). 
 
Understanding these potential risks, Tulder and Kulk (2001) asserted the need of a company 
to consider different societal and governmental pressures in home versus host countries and 
to develop strategies to address cross-culture diversity and conflicts. In line with this, Holme 
and Watts (2000) proposed that in implementing CSR strategies, companies should recognise 
and respect local and cultural differences, at the same time maintaining global standards and 
policies. This strategy requires engagement in open dialogue and partnerships with the 
government of the host country, the NGOs at any levels, and in particular local communities 
(Holme & Watts, 2000). In addition, Pratt (2006) claimed that culture-specific models of 
communication practice based on the economic, social and political contexts of a country 
may make CSR practice environmentally responsible.  
 
3.  Corporate Social Responsibility, Strategic Issues Management, and Legitimacy 
Management 
In the field of PR discourse, issues management was firstly discussed to understand the 
organisation’s participation in the public policy process (Coombs, 1992). Issues management 
was aiming at affecting public policy (Coombs, 1992). However, due to rapid societal 
changes in the society, the organisation needs to deal with more diverse issues, ranging from 
issues at corporate level into issues relate to the society at large. Researchers then expanded 
the objectives of issues management into the area of CSR. As pointed out by Nelson and 
Heath (1986), the principles of issues management can be used to develop CSR standards. 
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Issues management helps the organisation to adapt with internal as well as external changes, 
and to influence the policy including CSR standards (Coombs, 1992).   
 
3.1.  Strategic Issues Management 
Dougall (2008) noted that the emergence of issues management was due to the rapid social 
and political changes, which then develop into a situation that stimulates the attention and 
concern of influential organisational publics and stakeholders. This situation then becomes 
“an issue” (Dougall, 2008). Jones and Chase (1979) defined an issue as a question due to 
environmental changes that are waiting for decisions. Wartick and Mahon (1994) remarked 
three themes in defining corporate issues, which are the impacts of the changes, the 
controversy of the changes, and the expectation gaps between the organisation and its public 
in relation to the changes. Further, Wartick and Mahon (1994) defined a corporate issue as “a 
controversial inconsistency between stakeholder perceptions of what is and what ought to be 
corporate performance that creates some significant, perceived present or future impact on 
the organisation” (p.299). The organisation undertakes issues management when the decision 
makers need to look for, anticipate, and respond to its stakeholder expectations and 
perceptions which likely to have significant impacts on the organisation. 
 
Strategic issues management helps the organisation to manage public issues and to achieve 
the organisational goals. Strategic issues management is a process by which the company 
identifies, assesses, and responds to social and political issues that may impact on the 
company (Wartick & Rude, 1986). Strategic issues management is part of the organisational 
strategic planning which involves issues monitoring and assessment, as well as needs to 
design strategy to change key publics without being offensive to them (Heath & Palenchar, 
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2009). This process serves as an early warning system for potential threats as well as 
opportunities.  
 
Heath and Palenchar (2009) pointed out that each organisation’s standards of CSR are 
influenced by macro social principles as well as by key stakeholders’ opinion. Strategic 
issues management includes the identification and monitoring of trends in public opinion that 
can mature first into public policy debate and result finally in the company or industry 
regulation (Nelson & Heath, 1986).  Strategic issues management supports the organisation 
“to fit themselves to long-term shifts in the climate of public sensitivity, whether by changing 
corporate policy shaping legislation, or influencing public opinion” (Nelson & Heath, 1986, 
p.21). Accordingly, strategic issues management allows the issues manager to assess the 
organisation’s goals, refine the organisational codes of responsibility, and accordingly adjust 
the organisation’s operating procedures to prevent a conflict with hostile and determined 
public opinion. 
 
Heath and Palenchar (2009) stated that standards of CSR are products of advocacy, which 
entail debates about standards by which organisations are judged There is no universal CSR 
standards can be applied to satisfy all stakeholders and stakeseekers (Heath & Palenchar, 
2009). Heath and Palenchar (2009) stated the importance of mutual interests between 
organisations and their stakeholders to the standards of CSR. The standards are the results of 
dialogue and rhetorical interaction of statement and counterstatement among them.  
  
The perceived standards of CSR become the foundation for the organisation to show their 
contribution towards their communities where they operate as well as to show their global 
responsibilities. In spite of this, the standards are routinely challenged by stakeholders and 
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stakeseekers. Whether the CSR standards are good or bad is always assessed through the eyes 
of the beholder (Heath & Palenchar, 2009).   Heath and Palenchar (2009) remarked that 
“standards are central to the perceived legitimacy of the organisation” (p. 127). The character 
of the organisation and the organisational legitimacy affect the trend of the issues that relate 
to CSR standards, the organisation’s credibility during the issue debates, as well as efforts to 
make a consensus among organisations, stakeholders, and stakeseekers (Heath & Palenchar, 
2009). 
 
Further, Heath and Ni (2008) asserted that strategic issues management sees CSR as the 
socially approved costs of material and human resources to support strategic business plans in 
ways that are in line with stakeholder expectations. When the organisation’s practices offend 
stakeholders’ expectations, legitimacy gap urges stakeholders to rectify the organisation 
(Heath & Ni, 2008). Legitimacy gap is discrepancy between organisational behaviours and 
social expectations” (Chung, 2010). When the issue violated societal expectations, managing 
legitimacy gap is important to gain favourable support from the public. When the gap is wide, 
the organisation’s survival is in danger. The strategic issues management, accordingly, aims 
to manage the legitimacy gap.   
 
3.2.  Legitimacy and Legitimacy Management 
In general, legitimacy is perceived as a social license to operate for the organisation (Chung, 
2010). This is based on an assumption that as a social institution, a business needs a public 
acceptance to survive. Patel, Xavier, and Broom (2005) asserted that to survive the 
organisation not only depends on material resources and technical information, but also on 
the organisation’s perceived legitimacy. Legitimacy affects not only how people act toward 
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the organisation, but also how they understand them (Suchman, 1995).  As Ashforth and 
Gibbs (1990) stated, legitimacy validates the organisation's role in the society and assists the 
organisation to invite other resources and the continued support from the society. Thus, 
legitimacy itself is a resource for the organisation. 
 
Ashforth and Gibbs (1990) remarked that legitimacy is attributed by public, and results from 
a social judgement from publics towards the organisation. Suchman (1995) added that 
organisational legitimacy is “a generalized perception or assumption that the actions of an 
entity are desirable, proper, or appropriate within some socially constructed systems of 
norms, values, beliefs, and definitions” (p.573). Suchman (1995) pointed out that legitimacy 
is socially constructed in that it reflects a resemblance between the behaviors of the 
legitimated entity and the shared beliefs of the social groups. Legitimacy is a perception that 
represents a reaction of observers to the organisation as they see it. Legitimacy is possessed 
objectively but created subjectively (Suchman, 1995). 
 
An organisation can be legitimate when its activities go well together with social values. 
Dowling and Pfeffer (1975) pointed out three ways in which the organisation can build its 
legitimacy. First, the organisation can adapt its outputs, activities, and policies to conform to 
the existed social norms. Second, through communication the organisation can attempt to 
change the definition of social legitimacy so that it is in line with the organisation’s outputs, 
activities, and policies. Finally, again through communication the organisation can try to 
become recognized with symbols, values, or institutions, which have a strong support of 
social legitimacy. Dowling and Pfeffer (1975) remarked that since changing social norms is a 
difficult process, the organisation is likely to adapt to the social norms or try to identify their 
activities with institutions or values that are strongly believed to be legitimate. Thus, 
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legitimation involves either a process to change the organisation's mission, or a process of 
employing symbols to identify the organisation with legitimate social institutions or practices 
(Dowling & Pfeffer, 1975). 
 
Legitimacy becomes rhetorical when people publicly proceed a legitimacy claim and support 
the acceptance of that claim (Coombs, 1992). Coombs (1992) remarked that legitimacy can 
be created through issues management to gain public acceptance towards the issue, the issue 
manager, and the policy proposal. An issue is legitimate when public accept the association 
between themselves and the issue and recognise it as their concern. The issue legitimacy is 
important to get public interested in and involved with the issue’s resolution (Coombs, 1992). 
Issue manager has a legitimacy when public accept the issue manager as having a right to 
speak on the issue (Coombs, 1992). Finally, policy proposal legitimacy is gained when the 
public believes that the proposal is able to resolve the issue they face (Coombs, 1992).  
 
To gain public acceptance, Coombs (1992) suggested ten factors that issues manager needs to 
consider. The first three factors are derived from sociology perspective, which are tradition, 
charisma, and bureaucracy (Coombs 1992). Legitimacy is gained by maintaining tradition, 
which is by conducting things like the way they have always been done. Charisma draws 
legitimacy through the extraordinary characteristics of the issue manager. Bureaucracy draws 
legitimacy from accepted rules or laws. The next three factors are derived from social 
movement literature, which are values, symbols, and de-legitimacy (Coombs 1992). Values 
can serve as sources of legitimacy. Values include absolute values, which are accepted by 
public as just and right, and societal values which represent specific social values, such as 
individualism or collectivism. Societies often have accepted symbols, such as flags or badges 
that perform as sources of legitimacy. To gain public acceptance, issue manager can also use 
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a de-legitimacy process, which is a process of supporting the organisational legitimacy by 
oppressing the legitimacy of the opposition. This de-legitimacy process is often carried out by 
attacking the legitimacy of the opponent. Next, the other four factors are derived from the 
persuasion literature, which are credibility, rationality, emotionality, and entitlement 
(Coombs 1992). Coombs (1992) remarked that the association with a credible person enables 
the organisation to gain public acceptance. Credibility includes the speaker’s characteristics, 
expertise, and trustworthiness. Legitimacy is also influenced by the rationality used by the 
speaker to convince the public. This includes the use of empirical and logical evidence to 
persuade public. Emotionality is the use of emotion to persuade people. Finally, entitlement is 
a direct experience with the subject. These final four factors are important to persuade people 
to accept the legitimacy of a claim (Coombs, 1992).  
 
Further, Coombs (1992) pointed out three tactics for establishing legitimacy: (1) 
endorsement, (2) association, and (3) self-evidence. Endorsement is used to get legitimacy by 
showing supports or approval from a legitimate party. The organisation can use an 
association tactic by establishing a relationship between the issue, or issue manager, or policy 
proposal and some legitimate issue. Self-evidence tactic uses some attributes from the issue 
or policy proposal to justify its legitimacy. 
 
Ashforth and Gibbs (1990) also proposed two other ways that the organisation can undertake 
to get legitimacy. These are substantive management and symbolic management. Substantive 
management involves the structural transformation of action to conform to social values 
(Richardson, 1985). This includes changes in organisational goals, structures, and practices of 
the organisation (Ashforth & Gibbs, 1990, p.178). Meanwhile, symbolic management is 
undertaken through the use of acts to signify value-standards (Richardson, 1985). This 
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involves the symbolic transformation of identity or meaning of acts by portraying them to be 
congruent with social values and social expectations (Richardson, 1985). This approach does 
not actually change the organisation’s ways of practices.  
 
Suchman (1995) argued that the legitimacy management offered by scholars can be 
categorised into two approaches, which are strategic approach and institutional approached. 
The strategic approach believes that management can manage and manipulate legitimacy 
(Suchman, 1995). Bussy (2007) noted that public relations activities are often carried out to 
support this approach. Meanwhile, the institutional approach explains that legitimacy is a 
function of the external influence on an organisation (Suchman, 1995). As Suchman (1995) 
stated, organisations do not simply obtain legitimacy from the environment, rather external 
institutions construct and influence the organisation in every respect. 
 
4.  Corporate Social Responsibility and Public Relations Ethics 
In PR studies, the issue of social responsibility is discussed under PR and ethics. There are 
two main topics in PR ethics: the ethics for the PR profession itself and the function of PR to 
ensure management makes ethical and socially responsible decisions. The ethics for the PR 
profession covers standards of PR practice in relationship to the client, the media, and the 
public at large. This standard is usually articulated into a professional code of ethics.  
 
Social responsibility matters are also covered in the code of ethics. Walle’s (2003) study 
towards five codes of ethics – those of the Public Relations Society of America (PRSA), the 
Canadian Public Relations Society (CPRS), the Public Relations Institute of Australia 
(PRIA), the Public Relations Institute of New Zealand (PRINZ), and the Public Relations 
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Institute of South Africa (PRISA) – revealed that all codes include a paragraph stating that 
members should conduct their profession in a manner that does not conflict with public 
interest. The codes also include a statement that members should deal fairly and honestly 
with the employer, clients, fellow workers, the general public, and fellow members (Walle, 
2003). These codes, however, do not explain what is meant by “deal fairly” (Walle, 2003). In 
other words, the codes do not provide detailed explanation.   
 
Further, Wright (1993) criticised the fact that the codes “come without teeth” (p. 14), as they 
cannot be enforced and cannot support those who really need directions. Bowen’s (2006) 
research revealed that practitioners saw a code of ethics once only and never referred to it or 
read it again. Even if the code can be enforced, there is still a problem about who should 
enforce the code and monitor the act of the professional involved. 
 
4.1.  Teleological and Deontological Approaches in Public Relations Ethics 
The main ethical difficulty faced by PR practitioners is how to balance the interest of the 
organisation with the interest of the public, society, the profession, and their own interest 
(Grunig, Grunig, & Dozier, 2002; Skinner, Mersham, & Valin, 2003). L’Etang (2003) 
remarked that PR practitioners are situated at the point where competing interests collide. To 
describe this problem, Martinson (2000) said that practitioners were caught between “a rock 
and a hard place” (p. 18). Due to criticism about codes of ethics, PR scholars have worked to 
find other approaches to understand and manage this ethical difficulty, which will be 
discussed below. 
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In ethical theory, there is always a debate about whether it is possible or impossible to know 
moral right from wrong (Theaker, 2004). Chryssides and Kaler (1993) noted two 
perspectives, cognitivism and non-cognitivism, in this debate. Cognitivism suggests that there 
are objective moral truths, and accordingly a statement of moral beliefs can be true or wrong 
(Chryssides & Kaler, 1993). Meanwhile, non-cognitivism maintains that morality is 
subjective or culturally relative (Chryssides & Kaler, 1993). Thus, whether a moral is right or 
wrong, this perspective suggests that there are only beliefs, attitudes and opinions. An 
example of a theory under this perspective is the Divine Command theory (Chryssides & 
Kaler, 1993, p. 84), which maintains certain actions are right because they follow God’s 
command as stated in the Bible or Qur’an.  
 
Studies on business ethics and CSR have been dominated by a cognitive perspective (Bowen, 
2000; Bowen, 2004, 2005; L'Etang, 2006; Pearson, 1989; Pratt, 1991; Pratt, SungHoon, & 
Montague, 1994). Theories under this perspective can be divided into two groups: the 
consequentialist perspective and the non-consequentialist perspective (Bowen, 2007; 2000; 
Pearson, 1989; Theaker, 2004). The consequentialist perspective emphasises the 
consequences of one’s behaviour on others. This includes utilitarianism, which maintains that 
whether a moral belief is right or wrong is based on the consequences of the action. 
Utilitarianism holds that “an action is right if it produces, or tends to produce, a great amount 
of good for a greatest number of people affected by the action. Otherwise, the action is 
wrong. ” (De George, 1986, p. 44)  
 
Meanwhile, the non-consequentialist perspective suggests that it is not the consequence that 
determines whether actions are ethical or not, but whether actions are morally right in 
principle (Somerville, 2004). This perspective is generally referred to as the deontological or 
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rule-based approach (Grunig et al., 2002). This is known as the idealist school, which bases 
ethical decisions on moral duty to do what is right based on the universal norm of obligation.  
 
J. Grunig, L. Gunig, and Dozier (2002) noted that consequentialist theory seems to be an 
appropriate approach to understanding the position of PR practitioners in CSR matters. They 
pointed out that the organisation has a social responsibility when it has consequences on the 
public or society as a whole (Grunig et al., 2002). Consequentialism, however, has been 
criticised as having only a limited usefulness to overcome the ethical dilemma. Bowen (2004) 
recognised two problematic situations in using this approach. First, this approach asserts that 
the ethical decision should benefit the greatest number of people by creating happiness, good, 
or service for them. However, this ignores the needs of the minority and prioritises the 
majority (Bowen, 2004). Second, this approach requires the decision-makers to identify the 
consequences of the action. The consequences, however, are affected by many factors and too 
unpredictable to be an accurate measure of the ethics of a certain situation (Bowen, 2004). 
 
4.2.  Two-Way Symmetrical Model as an Ethical Model of Public Relations 
In line with the consequentialism proposition, Bowen (2000) pointed to the importance of 
applying symmetrical communication in a dialogue process with the public to achieve mutual 
understanding about the consequences of organisational decisions. Grunig and White (1992) 
also remarked on the two-way symmetrical model as a significant model to balance personal 
values with professional values, as well as organisational values with public values. Under 
this symmetrical approach, as J. Grunig and L. Grunig (cited in Fitzpatrick & Gauthier, 2001) 
stated, practitioners “play key roles in adjusting or adapting behaviour of [institutional] 
dominant coalitions, thus bringing public and dominant coalitions closer together” (p. 200). 
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Grunig and White (1992) claimed that the two-way symmetrical model emphasised the 
importance of two-way communication and the requirement to serve public interests while 
counselling top management. The symmetrical model is based on a compromise and 
negotiation process rather than a battle for power. CSR is a result of understanding of the 
public’s needs as well as the commitment of organisations to be socially responsible. 
Accordingly, Grunig and White believed (1992) that only with the two-way symmetrical 
model could PR support corporations to achieve CSR goals.  
 
Grunig and Hunt (1984) asserted that the symmetrical model led PR to perform dialogue, 
both in relation to its program and its effects. Dozier and Ehling (1992) suggested that within 
this model organisational programs were performed by objectives and with a purpose for the 
long-term effectiveness of the organisation. Further, Cutlip, Center, and Broom (2006) 
emphasised the importance of internal situation analysis in decision-making processes. This 
involves analysing the policy, structure and process of organisational units, as well as 
perceptions and actions of top management in relation to the public interest (Cutlip, Center, 
& Broom, 2006). This means two-way symmetrical relations involve adaptation and 
adjustment of both the organisation and the public. Thus, within this model the PR 
professional is believed to support organisations in being socially responsible, since CSR 
attempts to balance the conflicting rights and duties of stakeholders and business (L'Etang, 
2006). 
 
With its claim that the symmetrical model of PR can ensure an ethical decision-making 
process, this model has dominated the discussion on PR functions in CSR matters (Botan & 
Taylor, 2004). This approach, however, is not free from criticism. The common criticism 
towards this model is that it fails to consider the role of power in a relationship between the 
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organisation and the public. Karlberg (1996) noted that, “symmetry assumes that all segments 
of the population have the communication skills and resources to represent themselves in 
public discourse” (p. 273). A true symmetrical model requires both parties, the organisation 
and the public, to consider the effects of the decision on both sides and both must have the 
same power to effect the outcome (Fitzpatrick & Gauthier, 2001). Yet the realities of practice 
rarely support such an assumption. The organisation most often sets the rules that underline 
the dialogue between the organisation and the public. In other words, the power to decide the 
principles in the relationship lies with only one party: the organisation (Fitzpatrick & 
Gauthier, 2001). Dozier and Lauzen (2000) asserted that the symmetrical model does not 
account for “powerless publics” (p. 12). Accordingly, as Holtzhausen (2000) posits, this 
model offers an inspiring approach but “little help dealing with power discrepancies in 
practice” (p. 98). These arguments highlight the need to better understand the position and 
influence of PR functions within the organisation and the work of PR professionals. 
 
4.3.  The Role of Public Relations Practitioners in Corporate Social Responsibility 
Another approach that scholars propose in understanding PR functions in CSR matters is 
through the discussion on the organisational role of PR practitioners. As Dozier (1992) states:  
“Practitioner roles are keys to understanding the function of public relations and 
organisational communication. Practitioner roles are at the nexus of a network of 
concepts affecting professional achievements of practitioners, structures and processes 
of the function in organisations, and organisational capacities to dominate or 
cooperate with their environments” (p. 327).  
 
Roles refer to “the collection of activities that people regularly do” (Baskin & Aronoff, 1997, 
p. 63). These are “abstractions of behaviour patterns of individuals in organisation. Roles 
guide actions of individuals, such that actions mesh with repetitive activities of others to yield 
predictable outcomes” (Dozier, 1992, p. 327). 
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4.3.1.  Managerial and Technical Role of Public Relations 
In line with utilitarianism, scholars propose PR roles based on the strategic management 
perspective. This perspective is derived from a concept of PR as a management function, as 
stated by Cutlip et al. (2000):  
“Public relations is the distinctive management function which helps establish and 
maintain mutual lines of communication, understanding, acceptance and cooperation 
between an organization and its publics; involves the management of problems or 
issues; helps management to keep informed on and responsive to public opinion; 
defines and emphasizes the responsibility of management to serve the public interest; 
helps management keep abreast of and effectively utilize change, serving as an early 
warning system to help anticipate trends; and uses research and sound and ethical 
communication as its principal tools” (p. 4). 
 
The most prominent discussion on the PR role is that initiated by Broom and Smith (cited in 
Reagan, Anderson, Summer, & Hill, 1990), which proposes four roles of PR practitioners. 
These range from managerial roles, that is, the expert prescriber, the problem-solving process 
facilitator, the communication facilitator, to technician roles (Dozier, 1992). As expert 
prescribers, PR practitioners become experts in their organisations and prescribe solutions to 
PR problems to management. The communication facilitator role means PR practitioners 
facilitate communication links between the organisation and the public. This role “casts 
practitioners as sensitive listeners and information brokers” (Cutlip et al., 2000, p. 43). 
Problem-solving process facilitators refer to PR practitioners who cooperate with 
management to solve PR problems. Practitioners participate in a strategic planning team. As 
technicians, PR practitioners produce information materials and become executors of the 
policy made by the management. In relation to CSR activities, L’Etang (1994, 2006) noted 
that the role that is enacted by the practitioners depends on which communication models are 
enacted by the organisation. The two-way symmetrical communication likely leads to the 
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enacted managerial role. Meanwhile, the propaganda approach tends to enact PR as technical 
support. 
 
Mintzberg (1980) added the informational role as another managerial role of PR to transmit 
information on the organisation’s policy, current situation and achievements to outsiders, and 
vice versa. This includes the roles of PR professional as a monitor, a disseminator and a 
spokesperson. The role as the organisation’s monitor refers to a managerial role to gather 
internal and external information relevant to the organisation, as well as to identify problems 
and opportunities. As a disseminator, the manager transmits information to subordinates and 
the external public. The spokesperson is a role to communicate to the public on an 
organisation’s performance and policies (Mintzberg, 1980).  
 
In addition, Miles (1980) noted the boundary spanner, which involves several activities: 
representing the organisation, scanning and monitoring the external environment, protecting 
the organisation, information-processing, gatekeeping, transacting with external elements, 
and linking and coordinating. This role is in line with a mediatory role. It is part of the 
relationship management function of PR, which maintains that PR practitioners are 
responsible for managing the relationship between a company and its stakeholders 
(Ledingham & Bruning, 2000). The position of PR practitioners in between the organisation 
and the public also leads to the role of issues management. Heath and Palenchar (2009) 
pointed out that issues management includes the identification, monitoring, and analysis of 
trends in key opinions and interests of the public that can be developed into organisational 
decisions. The position as a boundary spanner, however, has been seen as causing ethical 
dilemmas for PR practitioners. As J. Grunig and L. Grunig (1992) asserted, PR practitioners 
are not altruistic; they also want to defend the interests of their employer. 
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The other criticism comes from postmodernists. In relation to the role of PR practitioners in 
strategic management, Deetz (2001) commented that there were PR managers who began to 
follow the idea of including stakeholders’ needs and build relationships with them, but only a 
few of them recognised the difference between being involved and being given a voice. Stroh 
(2007) argued that when PR practitioners focused more on communication with a major 
focus on determining and controlling what should be communicated, PR practice would 
never be symmetrical or participative. PR practitioners may help stakeholders to be heard by 
the management, but stakeholders never have true participation in the decision-making 
process.  
 
Postmodern scholars have argued that in strategic management processes a PR practitioner 
should take an activist role. Dozier and Lauzen (2000) noted that as activists PR practitioners 
were loyal to a cause rather than to a particular organisation. In line with this, Holtzhausen 
(2000) suggested that PR practice could be more ethical if practitioners acted as activists in 
organisations. As an activist in an organisation, PR practitioners take the role of creating 
opportunities for dissent, for opening up debate without forcing consensus, and to create 
possibilities for change (Holtzhausen & Voto, 2002). Holtzhausen (2000) remarked that with 
this activist role PR practitioners would be agents of change, serve as the corporate 
conscience, and empower those without power in their relationship with the organisation. 
Further, Holtzhausen (2000) argued that the postmodern PR practitioner would strive for 
dissensus by identifying points of difference or tensors between the organisation and its 
public.  
CHAPTER 2: CORPORATE SOCIAL RESPONSIBILITY IN PUBLIC 
RELATIONS DISCOURSE 
49 
 
4.3.2.  The Role of the Public Relations Practitioner as a Corporate Conscience 
According to Francis (1990), PR practitioners are uniquely suited to handle issues of ethics 
and social responsibility that exist in many corporations, since they are trained to look at both 
the corporation’s point of view and the public’s and balance the corporation’s interest with its 
public’s interest. Scholars have noted that compared to other officers in corporations, PR 
practitioners are best serving as corporate consciences (1983), or the social conscience 
(Skinner et al., 2003) or ethical conscience (Bowen, Heath, & Lee, 2006). Conscience, as 
Bok (1999) stated, “is seen as another and more exacting self” (p. 94). Bowen and Rawlins 
(2007) asserted that conscience “represents our better self or what we should do to resolve 
dilemma in terms of normative ethical guidelines” (p. 205). This conscience provides 
guidance regarding what is best for those confronted with a dilemma. PR practitioners are 
considered the corporate conscience because they can incorporate ethical concerns and the 
diverse public interests into organisational decision-making (Bowen & Rawlins, 2007). As a 
corporate conscience, PR practitioners support the organisation to maintain relationships 
between the organisation and the public, by managing information flows between them, 
articulating the interests of the public to the organisation and assuring the implementation of 
policies for the benefit of both sides, especially for not threatening the public’s health and 
welfare (Ryan & Martinson, 1983). Further, Bowen, Heath, and Lee (2006) identify two 
ethical conscience roles: (1) the conscience counsellor who “sets and clarifies the 
expectations of ethical behavior and provides ethical analysis to management”, and (2) the 
core values manager who “identifies the values of the organisation, deals with values-related 
ethical issues, and perpetuates the reputation and values of the organisation” (p. 35). 
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Scholars Bowen and Rawlins (2007), Fitzpatrick and Gauthier (2001) and L'Etang (2003) 
noted that the conscience role was only possible in two-way symmetrical relationships. In 
spite of this, as discussed before, the balance position between the organisation and the public 
to ensure this symmetrical relationship has been criticised as almost impossible. In addition, 
there will always be conflict about which role PR practitioners should enact due to multiple 
expectations and interest. Katz and Kahn (1966) noted four types of role conflicts: 
intrasender, intersender, interrole and person role. The intrasender role conflict occurs when 
there is a conflict of expectations set by the top manager on one role. For instance, the top 
manager assigns a PR practitioner as an ethical counsellor but at the same time reminds the 
practitioner that as a counsellor he/she should be loyal to the employer. The intersender 
conflict role refers to a condition in which expectations of the organisation and the public are 
in conflict. This conflict is often faced by PR practitioners. When two roles are assigned to 
one person and both roles are in conflict, this leads to interrole conflict. As an example, this 
conflict often occurs when a PR practitioner is assigned to act in a managerial role at the 
same time he/she is assigned as a communication technician to do propaganda. Finally, PR 
practitioners may experience person-role conflict when the expectations of the role assigned 
them contradict their personal values. This may happen when a PR practitioner is only 
allowed to publish good news about the organisation and not controversial information 
despite being morally motivated to expose the positive as well as the negative aspects of the 
organisation.  
 
4.3.3.  Evidence from Applied Research 
There are several applied studies that have explored the role of PR in carrying out CSR 
(Fitzpatrick, 1996; Heath & Ryan, 1989). The results, however, do not support what many 
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theorists perceive to be the roles that PR practitioners should play. A study by Heath and 
Ryan (1989) found that corporations in the USA often do not involve PR practitioners in 
ethical decision-making processes, including CSR, and that PR practitioners perform only a 
limited role in the effort to develop corporate codes of conduct. Another study in the USA 
revealed that the CEO seldom assigns PR practitioners to handle ethical and legal issues 
(Fitzpatrick, 1996). Most appoint other senior staff members to act as ethics officers who also 
primarily handle legal issues. These findings are supported by Fitzpatrick’s study of ethics 
officers in 1996. This study found that only 6.7% of ethics officers in US institutions worked 
in PR (Fitzpatrick, 1996). They rank complying with the laws as the most important factor for 
fulfilling social responsibility. 
 
Fitzpatrick (1996) noted that there were several reasons for these findings. The first is that the 
top manager usually has a different understanding of what PR roles should be. In most 
instances, PR is perceived by the organisation merely as a technical function to build image 
through good words not good works (Heath & Ryan, 1989). Heath and Ryan (1989) observed 
that corporations view PR practitioners as publicists who have little contribution in handling 
social responsibility issues. As publicists, PR practitioners spend most of their time 
communicating CSR programs, rather than exploring public interest and consulting with 
management (L'Etang, 1994). Another study of PR practitioners in the UK revealed that even 
though PR was perceived to have a strategic value, this was only for supporting business 
interests (Moss, Warnaby, & Newman, 2000). In addition, this research showed that 
practitioners spent considerable time handling tactical communication tasks on behalf of 
organisations (Moss et al., 2000). Another perception is that PR practitioners do not have an 
adequate ability to take a broad-based view of organisational decisions and this contributes to 
top managers deciding not to assign PR practitioners as a corporate conscience. As shown in 
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the Lindenmann & Lapetina study (1981) and the Moss et al. (2000) study, PR practitioners 
were viewed by top management as lacking a comprehensive understanding of the social, 
political and business problems and issues about which they needed to write and counsel. PR 
practitioners are called on only to solve problems that are seen to have a strong relationship 
with communication issues (Moss et al., 2000). What this review suggests is that there is a 
gap between what scholars maintain about the PR role in CSR matters and what happens in 
practice. Scholars have noted that the perception towards the PR profession as well as PR 
practitioners has been argued as the main reason for not assigning PR practitioners to handle 
CSR matters. 
 
The more current study conducted by Bowen (2006) on 1,827 International Association of 
Business Counsel (IABC) members and other professional communicators worldwide 
revealed a different trend. This study indicated that top management realised the important 
role of the PR practitioner as a counsellor on ethical decision-making. Almost half (49.9%) of 
the participants claimed that they counselled their top management on ethical decisions 
(Bowen, 2006). Further, 68% of the participants stated that they felt well prepared to counsel 
management on ethical dilemmas (Bowen, 2006). These findings confirm a changing of the 
PR role in organisational ethical decision-making processes. 
 
5.  Summary 
This review of CSR literature suggests that there are many perspectives and diversity of 
views expressed by scholars. There is no consensus on how to define CSR and what it 
encompasses. There are a range of motivations that contribute to an organisation adopting 
CSR, including an economic motive, a political motive, integrated social motives, and an 
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ethical motive. How organisations identify issues they must address and the priority they give 
to them are factors that shape their CSR practices (Maon, Lindgreen, & Swaen, 2008). Each 
company develops its own meaning of CSR to clarify the motive behind their CSR 
commitment and identify the stakeholders and issues that indicate the company’s key 
priorities (Maignan, Ferrell, & Ferrell, 2006). The development and implementation of CSR 
exist through managerial understanding and sensemaking (Cramer, Heijden, & Jonke, 2006).  
 
Strategic issues management literature sees CSR as socially approved costs of material and 
human resources to support strategic business plans in ways that are in line with stakeholder’s 
expectations (Heath and Ni 2008). Strategic issues management helps the organisation to gain 
organisational legitimacy when there is a discrepancy between the organisation’s behaviours 
and social values and expectations. The organisation needs to gain its legitimacy as this 
represents a license to operate from the society, which is important for its survival.   
 
In these CSR matters, scholars have noted that the position of PR practitioners is in ensuring 
the organisation makes ethical decisions. PR practitioners are in a problematic position, 
having to balance the interests and expectations of the organisation with those of the public, 
as well as of society, the profession, and their own interests and expectations. PR 
practitioners are situated at the point where competing interests collide. The cognitivist 
approach, which includes utilitarian and deontological theories, has failed to provide a 
framework to understand the process of how PR practitioners engage in this ethical challenge.  
 
Scholars propose the two-way symmetrical model as the best approach to ensuring ethical 
decision-making. This model, however, has been criticised as too idealistic. In practice, the 
organisation tends to set the rules on how the relationships between the organisation and the 
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public occur. Scholars also note the ethical role of PR to ensure management accommodates 
the stakeholders’ interest in making decisions. In spite of this, different expectations and 
interests among the practitioners, the organisation, and the public often lead to a conflict of 
roles.  
 
These issues raise fundamental questions about how and why organisations perceive their 
organisational environments in particular ways and how these perceptions influence the 
enactment of CSR and PR within these organisations. This study proposes an interpretive 
approach to understand the process of how the organisation constructs and enacts CSR as 
well as its PR role to ensure a socially responsible decision-making process. As Daft and 
Weick (2001) noted, the organisation can represent an interpretation system. CSR and PR are 
constructed by the organisation through an interpretation process involving organisational 
members’ analysis and interactions with their environment. This study, accordingly, aims to 
reach a better understanding of the process in which organisational members construct and 
enact CSR and PR, as well as the relationships between these two functions. In addition, this 
study aims to better understand how the company accommodates local values in enacting 
CSR and PR. This interpretive approach supports the non-cognitivist perspective in PR 
ethics, which maintains that there is no objective moral truth; there are only beliefs, attitudes 
and opinions. Using the interpretive approach, this study argues that PR and CSR are not a 
static process. Instead, they are part of a cyclic organising process. 
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1.  Introduction 
This chapter aims to provide a theoretical framework to understand the organisational 
processes that shape CSR and PR roles on CSR matters. This study incorporates an 
interpretive approach to explore the process of organisational interpretation of environmental 
realities in constructing their CSR and PR functions. The approach was chosen based on an 
assumption that reality is constructed through the words, symbols and behaviours of its 
members (Berger & Luckmann, 1991). Concepts of roles, norms, and values are not real but 
artificial creations that result from organisations making sense of social actions (Putnam, 
1983). Thus, using an interpretive approach this study focuses on the meaning linked to these 
symbols, which construct CSR and PR, as well as the interactions that create and alter them.   
 
This chapter is divided into three parts. The first part discusses the organisation as an 
interpretation system and aims to provide a framework to understand interpretation models 
applied by the organisational members in constructing and enacting their environment. The 
second part provides a framework to understand the enactment, which includes the bracketing 
process that follows self-fulfilling prophecies. Finally, the chapter examines how this 
framework is applied in this study. 
    
2.  Organisations and Environment: an Interpretive Model 
2.1.  Defining an Organisation 
The primary concern of this study is the meaning-making process in an organisation. This 
study is based on two assumptions about organisations. First, organisations are active, open 
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social systems that process information from the environment (Weick & Daft, 1984, 2001). 
There are uncertainties within the environment that urge organisations to seek information 
that then underlines their actions. To survive, organisations develop specific ways to interpret 
their environment. This is influenced by the characteristics of an organisation as well as the 
environment. For instance, the way each organisation scans their environment might vary 
according to the extent of the organisation’s viewing and research (Aguilar, 1967; Weick, 
1979).  
 
Second, an organisation is either the process or product of shared meaning among 
organisational members (Putnam, 1983). This concept underlines the process of ongoing 
interactions to negotiate and construct social realities among organisational members. This 
process aims to interpret and construct social reality (Thompson, 1980). In line with this, 
Smircich and Stubbart (1985) define an organisation as “... the degree to which a set of 
people share many beliefs, values, and assumptions that encourage them to make mutually-
reinforcing interpretations of their own acts and the acts of others” (p. 727). According to this 
view, an organisation exists in this pattern of ongoing action–reaction among organisational 
members. Thus, from an interpretive perspective the interesting concerns are about “how 
patterns of organisation are achieved, sustained, and changed” (Smircich & Stubbart, 1985, p. 
727). 
 
Weick (1979) called the process of action–reaction that forms an organisation as the 
organising process. Weick (1979) argued that a company, for instance, is not an organisation. 
Instead, it is engaged in the organising process. A company experiences a constant change. 
Its members enact a structure by forming, maintaining, and dissolving relationships among 
CHAPTER 3: THEORETICAL FRAMEWORK 57 
 
themselves and their environment (Weick, 1979). Thus, organisations are always in a 
continual state of falling apart and rebuilding. 
 
Putnam (1983) stated that interpretivists treat organisational structures as semi-autonomous 
relationships that result from human interactions. The actions of and interactions among 
members of an organisation create departments, levels, and procedures that impact on their 
everyday activities. The organisational structure and the behaviours that create it are not 
static. Putnam (1983) added that a reorganisation, specifically when an organisation adds a 
new department or additional supervisory lines, develops relationships that simultaneously 
stay on and modify the existing organisational chart. Thus, within the interpretive perspective 
the organisational structure is symbolic in that it represents previous and potential 
relationships, but it is also structural since it becomes the reference of members’ daily actions 
(Putnam, 1983).   
 
This study focuses on organisational interpretation rather than interpretation of each 
individual within organisations. Hedberg (1981) stated that organisations have cognitive 
systems and memories. Individuals come and go, but an organisation’s knowledge, behaviors, 
norms, and values will be carried on overtime. When interpretations are shared among 
organisational members, these become the reality of the organisation.  
 
2.2.  Defining Environment 
The interpretive perspective suggests that separate objective environments do not exist 
(Langford & Hunsicker, 1996). There is no fixed environment that exists detached from and 
CHAPTER 3: THEORETICAL FRAMEWORK 58 
 
external from organisational members. Individuals are very much part of their own 
environment. Weick (1995) remarked that: 
“people act, and in doing so create the materials that become the constraints and 
opportunities they face. There is not some impersonal “they” who put these 
environments in front of passive people. Instead, the “they” is people who are more 
active (p. 31).  
 
In line with this, Smircich and Stubbart (1985) stated that environment is: 
“a specific set of events and relationships noticed and made meaningful by a specific 
set of strategists ... [it] refers to the ecological context of thought and action, which is 
not independent of the observer-actor's theories, experiences, and tastes” (p.727).  
 
From an interpretive view, environments represent labels for patterns of activities. What 
people mention as their environment is created by human actions and explanations to make 
sense out of those actions. Smircich and Stubbart (1985) stated that there are only symbols 
and actions in the environment. There are no threats or opportunities out there. Instead, they 
are created by organisational members who make relationships among symbols and actions.  
 
In the environment the terms “inside” and “outside” or internal and external environments 
exist logically, but do not exist empirically (Weick, 2001). There is no outside or external 
world that can be known. There is only a known inside or internal world, which is the world 
inside the mind of a person. The rest can only be an object of assumption or thought. 
Organisational members often find that it is useful to differentiate between the inside and 
outside or internal and external environments. They impose and retain this difference when 
this helps them to take reasonable actions (Weick, 2001).  
 
Weick (2001) remarked: “the environment is located in the mind of the actor and is imposed 
by him on experience in order to make that experience more meaningful” (p. 185). The actor 
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does not react to an environment, instead he enacts it. To enact an environment means “to 
create the appearance of an environment” or “to stimulate an environment for the sake of 
representation” (Weick, 2001, p. 188). This is the enacted environment. Weick (2001) 
pointed out that the enacted environments are outputs of organising, not inputs to it. How the 
enacted environment results from the organising process will be discussed further in the 
section on enactment theory. 
 
2.3.  Models of Organisational Interpretations 
Daft and Weick (2001) remarked that the main products of organisations are interpretations 
not decisions. The interpretation becomes an enacted environment within which an 
organisation makes its decision and acts. Accordingly, building up interpretations about 
environments is a basic requirement of individuals and organisations (Weick & Daft, 1983). 
Organisational members act on the environment, respond to or ignore some of it, and talk 
about it with other people. They interpret their environments by translating the events, 
developing models of understanding, bringing out meanings, and assembling a conceptual 
scheme (Weick & Daft, 1983). To make interpretations is like “trying to construct a reading 
of manuscript that is foreign, faded, full of ellipses, incoherencies, suspicious emendations, 
and tendentious commentaries, but written not in conventionalised graph of sound but in 
transient examples of shaped behaviour” (Weick & Daft, 1983, p. 74). Interpretations utilise 
specific knowledge, sympathy, or imagination to inform and modify that which the 
organisational members are intended to explain. Interpretations focus only on elapsed events 
and what has happened. They are the prototypic case in which action precedes cognition 
(Weick & Daft, 1983). Thus, interpretations construct environments rather than discover 
them. 
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Daft and Weick (1984) noted that organisations develop specific ways to know their 
environment. The variations occur based on the characteristics of organisations and 
environments, as well as the interpretations process. Daft and Weick (1983, 1984) remarked 
on two factors that influence the interpretation system. The first factor is organisations’ 
assumptions about environments. If organisations assume that the environment is objective 
and that events and processes are measurable and determinant then they will try to find the 
correct answer that they believe already exists in the environment. They try to discover the 
“correct” interpretations. They will seek clear data and solution. This kind of organisation 
utilises linear thinking and logic through intelligence gathering, rational analysis, vigilance, 
and accurate measurement (Weick & Daft, 1983, 1984). On the other hand, when 
organisational members find difficulties in understanding their environment they tend to 
perceive the environment as unanalysable. They will create their own environment. The key 
is “to construct, coerce, or enact a reasonable interpretation that makes previous action 
sensible and suggests next steps” (Weick & Daft, 1984, p. 287). Thus, the interpretation 
shapes the environment more than the environment shapes the interpretation. The results of 
this process are to allow the organisation to deal with equivocality, to force an answer useful 
for the organisation, to create an environment and be part of it (Weick & Daft, 1984).  
 
Daft and Weick (1984) state that an organisation’s belief about environments is influenced by 
the combination of the environments’ characteristics and the management’s previous 
interpretation experiences. Aquila’s (1967) study shows how the manager assumed an 
analysable environment because of his previous experience. It found how accurate forecasts 
were possible because the systematic data collection and analysis were able to explain the 
trend. However, this kind of statistical data may not be able to explain other organisations in 
other conditions. 
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 Duncan (1972) emphasised that uncertainty, the degree of the complexity, and dynamics of 
the environment should not be considered constant features in an organisation. Organisations 
perceive this condition as an unanalysable environment. Organisations with dynamic 
environments always experience significantly more uncertainty in decision-making regardless 
of whether their environment is simple or complex. In this case, facts and figures as well as 
statistical trends will not be able to explain the unanalysable environment. Instead, 
organisations are dependent on the perceptions of organisation members. The qualitative data 
along with judgement and intuition of organisational members often have a larger role in the 
interpretation process.  
 
The second factor that influences the organisational interpretation is the extent to which the 
organisation intrudes into the environment to understand it (Weick & Daft, 1983, 1984, 
2001). Active organisations search the environment for an answer. They allocate resources to 
explore the environment. A survey of major corporations6 shows that many of them 
established departments and mechanisms for researching and/or creating environments 
(Thomas, 1980). Some of them also subscribe to monitoring services. In extreme cases, 
organisations often send agents into the field to search for answers (Wilensky, 1967). 
Organisational research may include testing or manipulating the environment (Weick & Daft, 
1983). These organisations perform trials in order to find out what an error is, and discover 
what is feasible by testing presumed constraints. Powerful organisations may try to change 
the rules or manipulate critical factors in the environment (Kotter, 1979). Daft and Weick 
(1984, 2001) called these active organisations test makers. 
 
                                                 
6
 This survey was conducted on nine institutions: the American Council of Life Insurance (ACLI), Ciba-Geigy, 
Citicorp, CPC International, General Electric, General Mills, General Motors, IBM and Royal Dutch Shell.  
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Passive organisations do not search for answers in the environment (Weick & Daft, 1984, 
2001). They accept whatever information the environment provides. They do not engage in 
trial and error, nor are departments assigned to discover or manipulate the environment. They 
may establish receptors to sense whatever information they get from the environment. By 
accepting the environment as given, they become test avoiders (Weick & Daft, 1983). 
 
Besides active and passive organisations, there are some other organisations that are informal 
and unsystematic in interpreting the environment. This type of organisation usually accepts 
the environment as given and becomes active only during a crisis (Weick & Daft, 1984, 
2001). A crisis urges organisations to search for new information or consciously influences 
the external events that they assume cause the crisis.   
 
Weick and Daft (1983, 1984, 2001) stated that there are factors that influence the level of an 
organisation’s intrusion. The first is the conflict between the organisation and the 
environment. When the environment is perceived as threatening or when the organisation 
depends heavily on the environment, the organisation tries to develop a comprehensive 
inquiry into the environment (Weick & Daft, 1983). Intense competition or resources scarcity 
leads to the allocation of more resources to the intelligence gathering function (Kotter, 1979). 
A hostile environment also gives rise to increased research because of new problems and a 
perceived need to develop new opportunities (Weick & Daft, 1983).  
 
In line with this, Waddel, Cumming, and Worley (2004) stated that the combination of two 
environmental dimensions, information uncertainty and resource dependence, results in the 
degree to which organisations are constrained by their environments. This combination is 
shown in Figure 2. 
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Figure 2. Relationships between Information Uncertainty and Resource Dependence 
(Waddel, Cumming, and Worley 2004, p.97) 
The information uncertainty refers to the degree to what extend environmental information is 
ambiguous.  To manage the environment, the organisation needs to reduce this information 
ambiguity. This can be done, for examples, by conducting focus group discussions or survey 
towards customers to reduce information ambiguity about customers. The greater the 
information uncertainty is, the more information processing is required to understand the 
environment (Waddell et.al., 2004). Resource dependence refers to the extent the 
organisation depends on other organisatons for resources (Waddel et.al., 2004). The 
organisation will have an extremely high degree of resource dependence when the 
organisation’s critical resources are controlled by a certain organisation and are not available 
elsewhere. The combination of these two dimensions show the degree to what extend the 
organisations are constrained by the environment and how they should respond to the 
environment.  
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Modern companies that employ high-technology firms are assumed to experience an 
extraordinary amount of environmental uncertainty and resource dependence (Waddell et.al., 
2004). In this study, mining companies in Indonesia face such complexity, since they are 
assumed to experience an extraordinary amount of environmental uncertainty as well as high 
resource dependence.  Technological changes, global competitions, pressures from 
environmental organisations and financial market have created a high environmental 
uncertainty for mining industry. In addition, to commence their operation, mining companies 
must have a legal approval from the government as well as a social licence to operate from 
the community. With high information uncertainty and high resource dependence, the 
organisations need to be more responsive towards their environment and perceive them 
actively to take appropriate actions towards them. 
 
Age and size of an organisation are the next factors influencing an organisation’s intrusion 
towards the environment (Kimberly & Miles, 1980). New organisations begin as test makers. 
They are disbelievers, are un-indoctrinated, and have less history to rely on. They actively 
search the environment for an answer, try new things, and develop a niche that established 
organisations fail to see (Weick & Daft, 1983). However, as the organisation grows and the 
environment is perceived as less threatening the research decreases.  
 
Based on the organisation’s belief about the environment and the organisation’s intrusiveness 
towards the environment, Daft and Weick (1983, 1984, 2001) categorised organisations into 
four types according to their interpretive behaviours. The four types of organisations are 
described in Figure 3. 
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Figure 3. The Organisational Interpretation Model 
(Weick & Daft, 1984, p. 289) 
 
The undirected viewing and the conditioned viewing types reflect passive organisations but 
they are different in terms of their assumptions about the environment. Organisations are 
categorised as conditioned viewing if they are not intrusive and believe that the environments 
are objective and given. They mostly rely on routine documents or reports, publications and 
information systems that have developed over the years. They do not try to learn about their 
environment. Thus, their view on the environment is limited to those documents. For 
example, a company within this type uses a data collection system to record economic 
conditions and past sales to predict future sales and to schedule production.   
 
Undirected viewing organisations are also passive organisations, but they assume that the 
environment is unanalysable (Weick & Daft, 1983, 1984, 2001). Accordingly, they do not 
rely on the hard documents to view the environments. Instead, they are open to a variety of 
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sources about the environment. These organisations are not conditioned by formal 
management systems. They may rely on information obtained by organisational members 
through personal contacts and information that come across the organisation. For example, an 
undirected viewing company gathers information from personal contacts with store buyers, 
salesmen and informants from other companies. The company may also visit stores to 
observe the sales.  
 
Active organisations are categorised under enacting and discovering types. Organisations 
under the discovering type actively engage the environment. However, they believe that the 
environment can be analysed. They rely on formal research procedures or information. They 
use market research, trend analysis, and forecasting to predict problems and opportunities. 
Thus, organisational interpretations towards the environments are determined by formal data.  
 
The enacting style of organisations reflects an active and intrusive strategy to learn the 
unanalysable environment. They gather information by trying new behaviours and learning 
what happens. They construct their own environment. They can plan their desired 
environment and take action against the existing environments. Waddel et al. (2004) gave an 
example: 
“When Alcoa first started to manufacture aluminium building materials, there was 
little demand for them. Rather than wait to see whether the market developed, Alcoa 
entered the construction business and pioneered the use of aluminium building 
materials” (p. 401).  
 
This example implies that this company was being proactive to create a favourable 
environment. Daft and Weick (1984, 2001) asserted that this type of organisation tends to 
create a market rather than wait for demand assessment to find out what they need to 
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produce. Organisational members develop and market a product based on what they believe 
they can sell.  
 
Keim’s (1981) examples of how corporations manage relationships with stakeholders 
illustrate the four types of interpretation behaviours. Keim (1981) noted that few corporations 
actively influence and shape stakeholders’ attitudes. The enacting companies may try to 
manipulate stakeholders’ perceptions towards the organisation or the issues by sending 
information through various media. Thus, this type of company influences its environment. 
Meanwhile, the discovery companies also actively stay in touch with the stakeholders, but 
conduct formal research to find out their attitude and what they are thinking. The conditioned 
viewing companies stay in touch with stakeholders through routine communication, such as 
by sending annual reports. Finally, the undirected viewing companies mostly rely on personal 
contacts and obtain information about stakeholders through any opportunities that arise, such 
as an annual meeting or telephone contacts.  
 
3.  Enactment as an Organising Process 
Enactment theory was developed by Weick (1969, 1979, 1995, 2001, 2009b) to represent an 
organism’s adjustment to its environment by directly acting upon the environment to change 
it.  The term “enactment” represents the notion that when people act they bring structures and 
events into existence and set them into action (Weick, 1979). People who act in organisations 
often produce structures, constraints and opportunities that were not there before they took 
action.  
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The concept of enactment was first illustrated in the late 1960s when several scholars formed 
the idea that “action defines cognition, existence precedes essence, and attitudes are draped 
supportively around prior actions that are tough to undo” (Weick, 2009a, p. 195). Weick 
(2009a) stated that these ideas corresponded with what happened in the US in the 1960s when 
administrators in Washington tried to justify allocating more resources to a war in Vietnam 
while the US was obviously losing. What happened was that they created their own fate. 
Organisations enact their own environment (Weick, 2009a).  
 
The concept of enactment was first introduced by Weick (1969, 1979) as part of the 
organising process in 1969 and was developed further in 1979. Weick (1969) stated that, 
“organising consists of the resolving of equivocality in the enacted environment by means of 
interlocked behaviours embedded in conditionally related processes” (p. 91). The aim of 
organising is to reduce equivocality. Weick (1969) claimed that equivocality is different from 
uncertainty and ambiguity. Uncertainty and ambiguity in organisations refer to the “absence 
of meaning” or “confused meaning” (Weick, 1979, p. 174). Meanwhile, equivocality refers to 
information having two or more clear and reasonable meanings (Weick, 1979). This implies 
multiple choices from which organisational members need to choose.  
 
Taylor and Robichaud (2004) called the process of organising the organisational 
conversation, in which organisational members relate to each other through some common 
object of concern. The conversation aims to determine a foundation of action and maintain 
the coordination of members of the organisation in responding to their environment. This is a 
process to reduce equivocality through repetitive and reciprocal behaviour among 
organisational members.  
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Weick (1969) asserted that organising involves two choice points: (1) the choice of how to 
act – enactment – and (2) the choice of selecting – selection. Bantz (1989) added that 
organising involves:  
“the enactment of change in the environment as information with some degree of 
equivocality, the selection of an interpretation designed to reduce the equivocality in 
that information, and the retention of causal relationships manifested in that 
interpretation” (p. 231). 
 
Weick (1969) pointed out that ecological changes create the enactable environment. 
Ecological changes are the source of raw materials with equivocality that the organisational 
members need to make sense of. Organisational members are usually not aware of 
environments when things run smoothly. Only when there are changes do they start to make 
sense of what is happening. 
 
Enactment is closely connected to ecological changes. Weick (1979, p. 130) remarked that, 
“enactment is the only process where the organism directly engages an external 
‘environment’”. When changes occur organisational members isolate the changes for closer 
attention. This is a bracketing process “to construct, re-arrange, single out and demolish many 
objective features of their surroundings” (Weick, 1979, p. 164). Organisational members may 
cause ecological changes as well. These changes force them to do something next, which 
produces further ecological changes. This process persists. Weick (1979) gave an example: “I 
move items on my desk, which then makes it necessary for me to readjust my writing 
position, which further rearranges the items in my working area, which then further 
rearranges me” (p. 130).  
 
Enactment often involves trial and error behaviours as part of the selection process (Weick, 
1979). Whatever people do during enactment – whether they act without certain goals, or 
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restructure the organisation, or adopt new technology that none understand – if these actions 
support quick adaptation towards new conditions, they are likely to continue, be enacted 
repeatedly, and be common inputs into selection processes. 
   
Since enactment is linked to ecological changes, the process provides the equivocal raw 
materials, which then are removed by the selection process. In the selection process, 
organisational members examine previous cues, label them, and link them with past 
experiences or actions, and choose reasonable stories that are good enough for carrying on 
current activities (Weick, 2001). Selection is about producing an answer to the question: 
“What’s the story here?” (Weick, 2001, p. 237). This involves “editing, pruning, and 
winnowing” activities (Weick, 2001, p. 237). With selection, an organisation selects 
interpretations of the environment. This is usually in the form of a cause map that contains 
interconnected variables. Organisational members tend to choose a cause map that helps them 
to reduce equivocalities. Cause maps that are not helpful are eliminated. Thus, cause maps 
allow organisational members to interpret what happens in situations they face, as well as to 
express themselves in that same situation and be understood by others (Weick, 1979).  
 
Weick (1979) asserted that it is difficult to distinguish between the enactment and selection 
process. Both create plausible interpretations of equivocality, but interpretations presumed 
during selection are fuller, more varied, and remove more equivocality. The selected 
interpretations will be retained for understanding possible similar conditions in the future.  
 
The next stage is retention in which “meanings of enactment, selected for their fit with 
previous interpretations, are preserved as organisational memory” (Weick, 2001, p. 305). 
Information about how organisational members have selected and interpreted their 
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environment is gathered and stored. This information is retained as knowledge. With 
retention, the organisation memorises its enactments and selections. In other words, retention 
contains enacted environments and cause maps. The organisation uses this memory for 
further enactments and selections. This becomes a source of organisational culture and 
strategies (Weick, 2001). 
  
Weick (1979) considered enacted environments as “surrogate environments” for the external 
world in selecting particular interpretations. Thus, enacted environments rather than the 
natural environment do the selection. When the enacted environment acts as a constraint on 
selection, it becomes an environment into which current events that are observed show a 
better or worse fit. It has been argued, however, that organisational members tend to select 
interpretations that allow new enactments to be fitted into old enacted environments.  
   
Weick’s (1969) summary of the organising process is described in Figure 4. 
 
      Ecological change       enactment         selection         retention 
 
Figure 4. The Organising Process 
(Weick, 1969, p. 87)  
 
As shown in Figure 4, Weick (1969) noted how enactment, selection and retention processes 
are linked together. The lines represent the transmission of information, which contains 
equivocality, from one process to another process. As described in the figure, ecological 
change imposes on the enactment process rather than the selection process while retention 
affects both: enactment and selection. This means the organisational memory about previous 
actions and interpretations of organisational members in dealing with different situations 
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becomes a reference for the next enactment and selection process in a cyclical process 
(Weick, 1969).   
 
The basic theme of organising is the idea: “How can I know what I think until I see what I 
say?” (Weick, 1979, p. 133). This statement is illustrated in Figure 5. 
 
How can I know what I think until I see what I say or do 
 
                               The actor        Retention    Selection     Enactment 
 
Figure 5. Organising Ideas 
(Weick, 1979, p. 134) 
This idea is in line with the proposition that, “I’ll see it when I believe it”. Beliefs represent 
cause maps that people impose on the part of the world they enacted. This “believing is 
seeing” map in the organising process is illustrated in Figure 6. 
 
Enactment Selection   Retention 
                                      Raw data                 Seeing (3)             Believing (1) 
                                                                                   Controls (2) 
 
Figure 6. “Believing is Seeing” Map 
(Weick, 1979, p. 135) 
 
Figure 6 shows how beliefs control what people see and in turn what people see affects their 
further beliefs, and so on. 
 
Enactment made sense in the 1960s and 1970 when it was first developed. In spite of this, 
Weick (2003, 2009a) argued that this concept is still relevant in this millennium. This is due 
to the fact that the basics of organising, as well as the realities of persistent uncertainty, 
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unclear futures, learning by trial and error, and the condition that, “I see only what I have 
already done” remain the same (Weick, 2003, 2009a). 
 
3.1.  Enactment as Bracketing 
Enactment is an environment creation through action. The essence of enactment is found in 
these two statements made by Weick (1979): 
1. “Experience is not what happens to a man. It is what a man does with what happens to 
him. (p. 147) 
2. Our so-called limitations, I believe, apply to faculties we don’t apply. We don’t 
discover what we can’t achieve until we make an effort not to try. (p. 147) 
 
Enactment is about bracketing and constructing activities. This is “a bracketing activity that 
consists of actions that define each situation by being relevant to that situation” (Heath & 
Bryant, 2000, p. 323). Weick (1979) provides an illustration of the enactment process by 
giving an example of how readers try to understand a transcript of a speech that shows no 
structure or punctuation. Readers of this transcript will get frustrated when they wonder about 
many things, such as “Where are the good parts? What is said that is new? What is different? 
What is surprising? What is the news?” and must find the answers themselves. Confronted 
with unpunctuated speech is a similar condition to that that people face in a world with 
equivocalities. In this case the bracketing process plays its part. When readers pull out some 
parts of the speech for an inspection, put some punctuation and structure to it, the part that 
they have bracketed becomes a different text from the one before. This new text is 
analogeous with a new environment. The readers see themselves in the new text since their 
interests influence the way they bracketed the speech. During this process the readers break 
the speech into pieces, ignore some parts of it, and try to figure out what the speaker intends 
to deliver through the speech. In other words, the bracketed parts of the speech are analysed 
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in term of potential antecedents and consequences. Thus, the readers have dealt with the 
“chaos” of the speech’s transcript through the bracketing and construction process.  
 
Another explanation about the bracketing process in enactment was given by Neisser (1976) 
through the perceptual cycle process. Neisser (1976) stated that schemas are used by 
individuals to aid their interpretations about the world. A schema is the belief in the phrase 
“I’ll see it when I believe it” (Weick, 1979). Schemata in an organisation can take many 
different forms. This can be cognitive maps that organisational members infer from their past 
experiences, or an organisational standard operating procedure (Weick, 1979). Neisser (1976) 
noted that schemata are like formats in computer programming language. This “directs 
movements and exploratory activities that make more information available, by which it is 
further modified” (Neisser, 1976, p. 54). Neisser’s perceptual cycle is shown in Figure 7. 
 
 
 
Figure 7. Schemata as Embedded in Cognitive Maps 
(Neisser, 1976, p. 112) 
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This perceptual cycle works continuously: a schema directs the exploration of objects, this 
exploration samples portions of an object, and these samples may modify the schema, which 
then directs further exploration and sampling, which then again modify the schema, and so on 
(Weick, 1979).  
 
Weick (1979) pointed out that the terms “schema”, “exploration”, and “sampling” relate 
closely to the terms “thinking”, “seeing” and “saying” in the concept of “How can I know 
what I think until I see what I say?”. Weick (1979) explained that “on the basis of what a 
person thinks, he sees different things in his saying, and what he sees in this saying then 
modifies what he thinks and will then single out for closer attention in subsequent saying” (p. 
155).  
 
Weick (1979) claimed that bracketing is very much like Neisser’s sampling. In sampling, 
only some parts of an object are pulled out or bracketed for closer examination. Once the 
sample is extracted there is more certainty and less equivocality. Accordingly, this helps an 
actor to understand what is going on. This perceptual activity tends to follow the concept of 
self-fulfilling prophecies, which will be discussed in the following section. 
 
3.2.  Enactment as a Self-fulfilling Prophecy 
The concept of a self-fulfilling prophecy was defined by Merton in 1948: “The self-fulfilling 
prophecy is, in the beginning, a false definition of the situation evoking a new behavior 
which makes the originally false conception come true” (cited in Jones, 1986, p. 42). This 
definition was a reformulation of what Merton called “The Thomas Theorem”, which said, 
“If men define situations as real, they are real in their consequences” (cited in Krishna, 1971, 
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p. 1104). An experiment conducted by Rosenthal and Jacobson in 1968 (cited in Jones, 1986) 
illustrated the essence of this self-fulfilling prophecy. In their experiment, teachers were led 
to expect that some of their students would succeed academically. Although the designated 
students were chosen randomly, the testing revealed that they did better than other students 
who were not designated in that way. Jones (1986) pointed out that this experiment showed 
the essence of self-fulfilling prophecy in two ways: 
(1) “The teachers were able to influence students but because the teachers, 
operating with an incorrect hypothesis, behaved in such a way as to bring about the 
confirmation of the hypothesis” (p. 42). 
(2) “The teachers were not just misled by the false expectancy information to 
misjudge the performance of the designated students; they created a situation such 
that the students indeed did perform better by an objective measure, and the teachers 
were unaware that they had done anything special to create this state of affairs” (p. 
42). 
 
In line with this, Krishna (1971) pointed out that in self-fulfilling prophecy the beliefs, 
whether true or false, have consequences in determining social reality. 
 
Heath and Bryant (2000) asserted that in self-fulfilling prophecy people see what they expect 
to find. It is like confirming a tentative hypothesis. Through a social interaction process, a 
tentative hypothesis produces behavioural evidence that confirms the hypothesis (Jones, 
1986). Thus, in addition to perceptual confirmation, there is also behavioural confirmation, 
which occurs as a response to the behaviour drawn by the expectancy holder. 
 
Jones (1986) noted that when an individual interacts with another, both bring expectancies to 
the interaction. As Rosenberg and Jones (1972) remarked, the expectations about others 
generally consist of (1) the categories one uses to explain the set of abilities, attitudes, 
interests, physical features, traits, and values that one perceives in others, and (2) the beliefs 
that one holds with regard to which of these perceived characteristics tend to go together and 
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which do not. Jones (1986) added that these expectancies may relate to stereotyping, may be 
based on what others say about that person, or may be influenced by past experience with a 
particular individual.  
 
Individuals hope that their expectancies co-occur during their experiences with others. 
Expectancies affect the behaviour of expectancy holders, and this behaviour then has an 
impact on the behaviour of the other person. The other person’s behaviour tends to confirm 
the expectancies of the first person, who perceives this behavior as evidence of the validity of 
his/her expectancies. For example, “a person who acts on the premise that ‘nobody likes me’ 
will behave in a distrustful, stiff, defensive, or aggressive manner to which others are likely to 
react unsympathetically, thus bearing out his original premise” (Weick, 1979, p. 159). 
Berne (cited in Jones, 1977) remarked that it is difficult not to let others know about what 
someone expects of others. From one’s gestures, voice intonations, or the way one dresses, 
for instance, others will be able to recognise what kind of behaviour is expected of them. 
Jones (1977) asserted that individuals who communicate their expectancies, such as a given 
situational or self-definition, have defined both (1) what can be expected from them in the 
situation and (2) what they expect from those with whom they are interacting. Thus, 
individuals manage impression and situation for a purpose, which is for communicating their 
expectancies.  
 
Weick (1979) introduces another concept, presumption of logic, which resembles self-
fulfilling prophecy. Presumption of logic, however, is slightly different from self-fulfilling 
prophecy. This concept is more general, while self-fulfilling prophecy contains specific 
content, such as the expectancy that students will be bright or not, or that people will like me 
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or not. Presumption of logic asserts that there is an order of some form and it is up to the 
individual to extract or create that order (Weick, 1979).  
 
Presumption of logic helps managers to confront equivocality and reduce it (Weick, 1979). In 
this situation, managers hold some assumptions: that their views of and actions towards the 
world are valid and that others in the organisation will follow them (Weick, 1979). Managers 
rarely check these assumptions. Having presumed that there is an order of some kind in the 
world, managers confront equivocality by imposing order. In this way, they are enacting 
orderliness to reduce equivocality. 
 
Thus, self-fulfilling prophecy implies that individuals are not passive observers. Instead, they 
are active actors who shape their worlds. Individuals create their own social reality by 
influencing the situation and the behaviours they observe in others. This is the essence of 
enactment, found in self-fulfilling prophecy.  
 
4.  Implementation 
Using this theoretical framework, this study first identifies the organisational interpretation 
models applied by each company studied. The classification is based on two factors: (1) the 
company’s perception towards their environment: whether it is analysable or unanalysable 
and (2) the extent to which the company actively searches their environment for the answer 
and allocates significant resources to do so. Understanding the interpretation model enables 
this study to understand how each company responds to the ecological changes they face. 
 
Next, as maintained by the interpretive perspective, there is no such thing as an objective 
environment. The results of this study are the participants’ perceptions about CSR, PR and 
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factors that they perceived as shaping their CSR and PR. Enactment theory enables this study 
to analyse the participants’ perception, to understand how the participants put a certain 
meaning towards ecological changes that they perceive as causing equivocality as well as 
how they construct the environment and enact this environment as a way to reduce 
equivocality. Enactment theory also provides a framework to understand how their beliefs 
about CSR and PR shape the way they construct and enact them. This concerns the self-
fulfilling prophecy approach.  
 
Further, as implied by enactment theory, the enactment is triggered by ecological changes 
that the organisational members perceive as causing equivocality. Thus, this framework 
enables the researcher to identify factors that they believe have shaped their enacted CSR and 
PR. The concept of a cyclic organising process also helps this study to understand a cyclic 
process in enacting CSR and PR as well as to understand the relationships between these two 
enacted functions. 
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 CHAPTER 4: METHODOLOGY 
 
1.  Introduction 
Organisational scholars maintain that assumptions about the nature of organisations and 
human behaviours underlie the approach of research (Toth & Heath, 1992). As previously 
discussed, this study maintains the organisation and environments are socially constructed. 
This study aims to discuss the process of mining companies in constructing their CSR and PR 
functions. The study achieves this objective by examining how organisational members 
perceive and enact their environment as a basis of their CSR and PR construction. This 
chapter discusses the methods adopted to achieve this objective. This is a qualitative study 
based on an interpretive approach. The multiple case studies strategy was employed to gather 
and analyse the data. This chapter discusses the interpretive approach employed to explore 
the behaviour, perspectives and experiences of the participants, and the case studies chosen 
for the study. The chapter also discusses the data collection process and how the analysis was 
conducted. 
 
2.  Interpretive Approach 
The interpretive approach is chosen for this study since it focuses more on the process of 
organisations rather than organisations’ stability (Trujillo & Toth, 1987). This approach 
adopts “a practical orientation” that focuses on “how people manage their practical affairs in 
everyday life, or how they get things done” (Neuman, 2006, p. 76). This aims to understand 
how people create and maintain their social world. This characteristic is in line with Weick’s 
(2005) organising concept, which suggests the dynamism of organisations in interpreting and 
enacting their environments. This approach, therefore, is able to assist the researcher to 
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understand the process of how PR practitioners and top managers perceive and enact PR and 
CSR functions.   
 
Interpretivists believe that individuals have a vital role in shaping environmental and 
organisational realities (Putnam, 1983). They create their own environments and 
interpretations with a sense of freedom and choice. Interpretive researchers understand 
organisational actions from participants’ frames of references, not from those of the 
researcher. This approach provides more comprehensive insights into “the complex world of 
lived experience from the point of view of those who live it” (Andrade, 2009, p. 43). As 
mentioned by Hughes and Sharrock (1997), the data in social research must be obtained 
directly from the social actors being studied, since they give meaning to themselves, to 
others, and to the social environments in which they live. The data of the researcher relies on 
these meanings. 
 
As noted by Neuman (2006, p. 90), the interpretive approach allows the researcher to 
discover “what actions mean to the people who engage in them”. There are three questions 
that interpretive researchers consider: “What do people believe to be true? What do they hold 
to be relevant? How do they define what they are doing?” (Neuman, 2006, p. 90). The 
interpretive approach seeks an explanation primarily to understand individuals’ views of their 
social world. This is conducted not only by examining subjective meanings but also by 
examining why and how shared meanings exist (Putnam, 1983). Interpretive research aims to 
formulate explanation that explains the way that subjective meanings are constructed and 
maintained in a particular study. Thus, the interpretive approach allows the researcher to 
understand factors that shape the enactment of CSR and PR functions as well as the 
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relationships between these two functions through the eyes of PR practitioners and top 
managers. 
 
Finally, the interpretive approach was chosen since it is sensitive to context. This allows the 
researcher to explore the plurality of an organisation and its publics (Toth & Heath, 1992). As 
mentioned in the introduction chapter, this study is conducted in Indonesia, which has its own 
social and cultural plurality. Thus, this approach led this study to examine how locality 
influences the construction of PR and CSR.  
 
3.  Qualitative Research 
The interpretive approaches fall within the area of qualitative research (Denzin & Lincoln, 
2005; Holloway, 1997; Mason, 1996; Neuman, 2006). Mason (1996) stated that qualitative 
research is concerned with “how the social world is interpreted, understood, experienced or 
produced” (p. 4). Holloway (1997) asserted that qualitative methods are based on the idea 
that “individuals are best placed to describe situations and feelings in their own words” (p. 8). 
This focuses on “the way people interpret and make sense of their experiences and the world 
in which they live … Researchers use qualitative approaches to explore the behaviour, 
perspectives and experiences of the people they study” (Holloway, 1997, p. 1).  
 
Further, qualitative research is an effective methodology for representing real life in natural 
occurrences and achieving richness and depth (Chesebro & Borisoff, 2007). Qualitative 
research is context bound and uses thick description about social life (Holloway, 1997). This 
involves in-depth comprehension of complexity, detail and the context of social life in order 
to give a holistic form of analysis and explanation (Mason, 1996). Denzin and Lincoln (2005, 
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p. 3) added that qualitative research allows researchers to “study things in their natural 
settings, attempting to make sense of, or interpret, phenomena in terms of the meaning people 
bring to them”. Accordingly, this facilitates the researcher to gather rich description in 
studying phenomena and events through the eyes of participants.  
 
4.  Case Study Strategy 
To understand how and why a certain company adopts specific CSR and PR practices, this 
study employed a case study approach. Every researcher may be interested in studying this 
issue as a general phenomenon rather than a single case. However, Stake (2005) argued that, 
“the more the object of study is specific, unique, bounded system” (p. 445), the greater the 
possibility for the researcher to obtain in-depth findings. Yin (2009) added that a case study is 
usually chosen when the study deals with unique situations in which there will be many more 
variables of interest than data points. A case study is not a particular method but a strategy for 
choosing what is to be studied (Stake, 2005). A case study assists the researcher in defining 
the unit of analysis to be studied, the “bounded system … by time and place” (Creswell, 
1998, p. 61). A case study draws attention to what specifically can be learned from the single 
or several cases. A case study, accordingly, enables the researcher to investigate issues in 
considerable depth. 
 
A case study was employed for this research since the phenomenon of how CSR and PR were 
perceived could not be separated from its context. According to Yin (2009), case studies aim 
to investigate a phenomenon within its real-life context. The case study allows the researcher 
to get a comprehensive understanding of the phenomenon under the investigation, since it is 
conducted in a natural setting where the process studied happens (Andrade, 2009). 
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Orlikowski and Baroudi (1991) and Walsham (1995), who work in the information system 
field, declared an interpretive case study as an appropriate approach to generate a well-
substantiated interpretive comprehension of human interaction in the natural social setting. 
 
This study focuses on the “how” and “why” things happen in a particular situation. It is about 
how to bring to life the CSR and PR construction process by describing and theorising a 
chunk of “reality” (Daymon & Holloway, 2002). Through the case studies, the researcher was 
able to undertake a detailed analysis of the cases chosen within their setting, understand it 
from the participants’ points of view, note many different factors that influence the process, 
and pay attention to how those factors relate to each other (Daymon & Holloway, 2002). 
Stake (2005) remarked that the case study focuses on “experiential knowledge of the case and 
close attention to the influence of its social, political, and other context” (p. 444). 
Hammersley and Gomm (2000) added that this method aims to capture the uniqueness of 
each case.  
 
5.  Limitations 
The case study strategy itself has its limitations. First, many scholars (Gomm, Hammersley, 
& Foster, 2000; Lincoln & Guba, 2000; Schofield, 2000; Yin, 2009) asserted that the case 
study does not allow generalisation across other research settings. Yin (2009) argued that the 
case study is only suitable “to expand and generalise theories (analytical generalization) and 
not to enumerate frequencies (statistical generalization)” (p. 15). Donmoyer (2000) stated that 
thinking of generalisability “solely in terms of sampling and statistical significance is no 
longer defensible or functional” (p. 46). Generalisation, however, is not an issue for this 
study. This study does not aim to generalise statistically the findings to a larger population. 
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Instead, it is an interpretive study that attempts to understand how and why each company 
constructs its own CSR and PR functions. Denzin (1983) points out that generalisation never 
becomes the goal of an interpretive study. The interpretivist never aims:  
“to draw randomly selected samples of human experience. For the interpretivist every 
instance of social interaction, if thickly described, represents a slice from the life world 
that is the proper subject matter for interpretive inquiry . . . Every topic must be seen as 
carrying its own logic, sense or order, structure, and meaning. (Denzin, 1983, p. 133) 
 
Donmoyer (2000) added that the case study is useful “to expand and enrich the repertoire of 
social constructions” (pp. 51-52) and not to generalise to the larger population. Lincoln and 
Guba (2000) argued that the findings can be generalised only if the appropriate conditions are 
satisfied.  
 
Nevertheless, it does not mean that this study considered the issue of generalisation as totally 
irrelevant. As mentioned by Yin (2009), the case study still has a theoretical or analytical 
generalisation value. The case study here is used to identify patterns and linkages to theory in 
order to generalise about theoretical propositions or concepts (Daymon & Holloway, 2002). 
Through the application of enactment theory, the findings of this study enable us to better 
understand organisational behaviours.  
 
In addition, the findings can provide ground for generalisation about the case under study, 
which is the Indonesia mining industry, and about other similar cases. As commented by 
Gomm et al. (2000), to make an appropriate generalisation a researcher must consider the 
heterogeneity of the population and try to take account of as many relevant dimensions of this 
heterogeneity in selecting the case. They suggested two ways to make this possible: “by using 
theoretical ideas and information about the case and the population in [the research] analysis; 
and by selecting cases for study on the basis of such ideas and information” (Gomm et al., 
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2000, p. 105). For this study, the researcher clarified the boundary of cases and provided case 
selection criteria. The researcher included three companies with different types of ownership 
to take into account the heterogeneity of the mining industry due to its ownership. The 
researcher also developed “a case descriptive” strategy in presenting the findings. This 
allowed the researcher to provide a thick description of each case and enables readers to 
understand the context in which the findings can be generalised.  
 
Validity is another issue frequently mentioned as a limitation of an interpretive case study 
approach. Validity is about the confirmation that researchers study something that they have 
set out to study (Yin, 2009). This includes construct validity, internal validity and external 
validity (Yin, 2009). Construct validity means that a researcher identifies correct operational 
measures from the concepts being studied. Internal validity is commonly used for explanatory 
study, which aims to identify causal relationships. External validity refers to the extent that 
the findings can be generalised. Besides validity, reliability is another concept that is often 
linked to research quality. Reliability demonstrates that the operation of a study can be 
repeated with the same results (Yin, 2009).  
 
Andrade (2009) asserted that a case study design is often criticised for lacking validity and 
reliability. However, he argued that this criticism mainly comes from positivist researchers. 
Andrade (2009) added that even though Yin (2009) suggested several approaches to fulfil 
validity and reliability values of case study, Yin’s suggestions may not be appropriate under 
the interpretive approach. In line with this, Corbin and Strauss (2008) pointed out that the 
terms “validity” and “reliability” are not appropriate terms for discussing qualitative research. 
They said these terms carry too many quantitative implications.  
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Nevertheless, it does not mean the researcher was not concerned about the quality of this 
study. The researcher followed Andrade’s (2009) suggestions. First, the researcher used 
“theoretical sufficiency” (Andrade, 2009, p. 48) approach rather than “construct validity” 
(Yin, 2009). Construct validity requires researchers to identify correct operational measures 
for the concepts being studied (Yin, 2009). Meanwhile, theoretical sufficiency allows 
“interpretive researchers to build up and work upon constructs which emerge from the 
problem under investigation” (Andrade, 2009, p. 48). In doing so, this study did not identify 
operational measurements of CSR and PR concepts. Instead, it applied enactment theory, 
which facilitated the researcher to understand the process of how the organisations construct 
their CSR and PR. A review of CSR and PR concepts was also undertaken. However, this 
does not aim to build operational measurements. Instead, it aims to review other attempts at 
understanding CSR and PR. In addition, the term “corroboration” is used rather than “data 
triangulation” to explain the tactic to build theoretical sufficiency. Corroboration denotes “the 
act of strengthening [an argument] by additional evidence” (Andrade, 2009, p. 48).  
 
Next, internal validity is mainly a concern for research that aims to explain a causal effect 
relationship. Yin (2009) noted this validity is usually achieved by comparing an observed 
pattern against a predicted one derived from a theoretical framework. Andrade (2009) argued 
that this method cannot be applied for an interpretive study, which does not aim to generate 
hypotheses. For this study, the researcher did not follow a tactic as suggested by Yin (2009). 
The researcher developed coding systems and identified patterns found in this study. This 
coding procedure assisted the researcher to identify causal relationships. As stated by Dey 
(1999), during the coding procedure a researcher creates and assigns categories, explores 
connections between them, and makes conclusions by focusing on the main pattern found.  
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Finally, in relation to the reliability issue, Yin (2009) suggests developing a case study 
protocol and a case study database. The researcher has developed a protocol of how this study 
was conducted. NVivo program assisted the researcher to develop a database of each case. 
For this interpretive study, however, the aims of these procedures are not to guarantee that the 
instruments used will enable the next researchers to reach the same conclusion as this study. 
Instead, this aims to assist the next researchers to follow the same procedures but use 
different angles in interpreting the data. As stated by Andrade (2009), reliability for 
qualitative research means “producing results that can be trusted and establishing findings 
that are meaningful and interesting to the reader instead of showing consistent results by 
repeated analysis” (p. 50).    
 
6.  The Case: the Indonesian Mining Industry 
After considering the limitations of the case study and creating steps to overcome them, the 
next step is choosing the case. To understand the phenomenon studied, it is important to 
choose a case that allows the researcher to learn the most. Stake (2005, p. 451) argued that, 
“potential for learning is a different and sometimes superior criterion to representativeness”. 
Stake (2005) added: “balance and variety are important, but opportunity to learn is often 
more important” (p. 451). Daymon and Holloway (2002) remarked that the search for an 
appropriate case is mostly driven by the determination to find a context that illustrates some 
features or processes in which the issue studied appears. Klein and Myers (1999) asserted that 
various contexts can be explored. The choice, however, is dependent upon the researcher and 
the participants of the study. 
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The Indonesian mining industry was chosen as the case due to its context, which offers the 
researcher an opportunity to learn more about the issue: how and why the organisations 
choose to adopt certain CSR and PR orientations. Enactment theory maintains that CSR and 
PR result from the way organisational members make sense of the environment. The 
researcher believes the social and political changes after the Suharto era, the economic 
condition, and the cultural background of Indonesian communities provide a rich background 
in which to study CSR and PR practices. In addition, the enactment of CSR law in Indonesia 
provides another context to understand this enactment process.  
 
The problematic situation experienced by the mining industry in relation to CSR as well as 
relationships with the community becomes another reason to choose this case. As noted by 
Daymon and Holloway (2002), a researcher may select a particular case since it allows the 
researcher to focus on problematic situations within the case. The mining industry has 
become a significant player in the economic sector in Indonesia (Nations Encyclopedia, 
2006; Torrisi, 2007). In spite of this, the industry has been accused of a number of human 
rights and worker rights violations as well as environmental problems (Kemp, 2001; 
Muhammad et al., 2005). The expansion of mining activities potentially causes serious 
implications for the environment. In addition, mining companies in Indonesia mostly operate 
in remote and underdeveloped areas, and are surrounded by communities with strong 
multicultural values. These conditions are in line with what Yakovleva (2005) remarked: 
“CSR is particularly relevant to the mining industries, because they cause significant effects 
upon economic, social and environmental dimensions, and are particularly viewed amongst 
the most damaging and dangerous industrial sectors” (p. 19). This case, accordingly, provides 
a context to understand how mining companies manage discrepancy between their 
organisational behaviours and their public expectancies to gain public acceptance.  
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The Indonesian mining industry was chosen also due to its uniqueness that may challenge or 
support current studies on CSR and PR (Daymon & Holloway, 2002). As mentioned in the 
literature review, previous studies on CSR were mostly conducted in US and European 
countries, which can be considered as developed countries. Blowfield and Frynas (2005) 
referred to the different approaches of CSR between developed and developing countries. 
They maintained the need to give particular attention to CSR practices in developing 
countries. Thus, this case enables the researcher to learn more about the issue in a different 
context from the one that previous studies have exposed. 
  
Finally, from a practical point of view, this case was chosen due to its accessibility, enabling 
the researcher to learn more about the case (Daymon & Holloway, 2002; Stake, 2005). The 
researcher is an Indonesian who has been working in Indonesia for more than 10 years. This 
background allows the researcher to have more accessibility to enter the industry and interact 
with participants as well as to understand the context in which the company operates. 
 
7.  Multiple Case Studies 
Yin (2009) stated that the use of single or multiple cases is dependent on the consideration of 
the types of cases under investigation. Yin (2009) argued that every case serves a specific 
purpose within the overall scope of inquiry. As mentioned in the contextual background of 
Indonesia’s mining industry, there are three types of mining companies operating in the 
country with different ownerships, from state-owned, to multinationals, to privately owned 
Indonesian companies. This study, therefore, applied a multiple case study design to obtain a 
better understanding about the phenomenon studied. The multiple case study design includes 
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three companies that have different contextual backgrounds: the ownership as well as the 
policy that regulates their operations.  
 
Yin (2009) remarked that a multiple case study design is different from multiple respondents 
in a survey that follows a sampling design. Instead, this design follows a replication design. 
Each case represents the “whole” study, with each case being described and summarised 
individually. The researcher then provides interpretation together with the lessons learned 
from the cases. Results of both the individual case and multiple cases will be the focus of this 
study report. This design allows the researcher to identify distinctive features by exploring 
similarities and differences among cases (Holloway, 1997). Further, this design enables the 
researcher to understand how and why each company chose to conduct a certain approach 
towards CSR and PR. 
 
7.1.  Selection of Case Studies 
There are four selection criteria in choosing each case. This study does not aim to examine 
each CSR and PR policy. Instead, it aims to understand how and why each company enacts a 
certain practice. Accordingly, the first selection criterion is that the company chosen must 
have an articulated CSR and PR policy. Second, the company must have a unit that is 
responsible for conducting CSR and PR activities. Third, understanding the social and 
political background of the Indonesian mining industry, the company must start their 
operation during the Suharto era and continue to operate until the post-Suharto era. Fourth, 
the researcher needs to have access to collect the data.   
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The researcher obtained the list of Indonesian mining companies from the Indonesian Mining 
Association7. The researcher also looked at the website and profile of companies that fulfilled 
the selection criteria. For the list of state-owned companies, the researcher also referred to the 
website of the Ministry of State-Owned Enterprises. As mentioned before, the cases chosen 
are not treated as samples. The cases were chosen based on the selection criteria and the 
possibility for the researcher to learn more from each case. Stake (2005) argued that potential 
for learning may refer to the accessibility of the researcher to obtain the data as well as to 
contact participants. Accordingly, the researcher also used the network from the Indonesian 
Public Relations Association membership to obtain access to each company.  
 
The researcher made a list of companies and started to contact them in 2006. It was not easy 
to obtain approval from multinational companies at that time due to conflicts in some mining 
areas and negative media reports (BBC News, 2006a, 2006b; Johnston, 2006). In 2006 there 
were public demonstrations towards some foreign mining companies (The Jakarta Post, 
2006a, 2006b). This condition made some companies reluctant to respond to the researcher’s 
proposal. First, the researcher contacted a multinational company that started its business 
during the Suharto era. However, due to conflict in their mining area, they suggested that the 
researcher cancel the field study due to security reasons. The researcher understood the 
situation and decided to use her network with some PR practitioners working in other 
multinational mining companies. Using this personal network, the researcher finally obtained 
approval from a multinational company that fulfilled the selection criteria for this study. 
There were some conditions that the researcher and the contact person of this company 
                                                 
7
 This is a non-governmental, non-political, non-profit organisation founded in 1975. This association serves as 
a link between the government and the mining industry, as well as representing the Indonesian mining industry 
at national and international meetings. 
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agreed on. The researcher was allowed to interview the company’s staff and the company 
arranged the schedule for interviews. The company assigned one staff member to assist the 
researcher during the field study. The company also provided overnight accommodation in 
the employees’ hall that allowed the researcher to gain easier access to the mining site.  
 
There were not many mining companies owned privately by the Indonesian public that 
fulfilled these selection criteria. This may be due to the huge investment required. The 
company that was finally chosen, and granted access for this study, was formerly owned by 
foreign investors who divested all their shares to the Indonesian public in 2001.  
 
The state-owned company that was chosen for this study is actively involved in several PR 
events and its PR practitioners are members of the Indonesian Public Relations Association. 
In spite of this, it was not that easy for the researcher to get approval to do fieldwork in this 
company. The company required approval from not only the PR Unit but also from other 
units to allow the researcher to conduct the research. Compared to the two other companies 
studied, the procedure to do the research in this company was more complicated and time 
consuming. The researcher only had access at the head office in Jakarta, Indonesia’s capital 
city, but not to the mining area. In spite of this, the company gave the researcher access to 
contact staff at the mining area and phone interviews were conducted. 
 
Brief descriptions of three mining companies studied are as follows: 
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Company A: an Indonesian Private Company 
Company A is an Indonesian privately owned mining company8. Previously this company 
was owned by foreign investors, but in 2001, the company sold all of its shares to an 
Indonesian public company. This company started its operation in 1991 and is planning to 
close down its operation by 2021. The mine operates in a remote area isolated from the 
district government. Due to the mining activities, population in the area has increased. Apart 
from the original ethnic groups9, there are migrants from different islands10 who come and 
settle around this area voluntarily or due to the transmigration11 program (Evers & Gerke, 
1992).  
 
During the Suharto era, the PR department of this company was located at the head office in 
Jakarta, close to the central government. After Suharto’s resignation in 1998, however, this 
company established an independent division at the mining site, which is responsible for 
handling external issues and CSR programs. This division also claims to be responsible for 
handling the PR functions of this company.  
 
Company B: a Multinational Company 
Company B is a multinational company that operates in one island of Indonesia. This 
company began construction in 1997 and commenced commercial production in 2000. It is 
surrounded by a relatively homogeneous community for whom the mining industry is 
something new, since no other mining company has operated on this island before. This 
                                                 
8
 According to Law no.19/2003, domestic private companies are companies with at least 51% of their shares 
owned by non-state and non-foreign investors. 
9
 There are two major ethnic groups, each group also consisting of different ethnic group categories.   
10
 There are at least three prominent migrant ethnic groups. 
11
 The transmigration program was initiated by the Indonesian Government to move landless people from 
densely populated areas of Indonesia to less populous areas of the country, which include the island where this 
company operates (Adhiati & Bobsien, 2001). 
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company has become the main income resource of the province (Sumbawa Regency, 2002), 
employing 7,200 employees, 60% of whom are from the local community and the rest of 
whom are migrants.  
 
In spite of the fact that this company started its operation on this island close to the 
transitional period between the Suharto and the post-Suharto era, the researcher believed that 
this mining company still fulfilled the selection criteria. This was due to the company starting 
its operation before on a different island in 1996 and ceasing its operations in 2001 after the 
deposit was extracted. In other words, this company operated during the Suharto era but in a 
different locality from the one studied. 
 
Company C: a State-Owned Company 
The third company is an Indonesian limited state-owned mining corporation that was 
established following the merger of several single state-owned companies in 1968. This 
company was first listed on the stock exchange when the government sold 35% of the 
company to the public in 1997. The majority of the stocks sold are held by foreign 
institutions. Currently this company runs nine mining areas across Indonesia. This study is 
undertaken in the one mining area, which is located only two hours’ drive from the capital 
city of Jakarta. 
 
This mining area is isolated and less developed. It is not surrounded by a multicultural 
community. There is only one majority ethnic group and one major religion. As soon as the 
company provided road access and started production in 1994, however, many migrants came 
to the area seeking a better living. Predominantly, they are unemployed with hopes of making 
money from the ore deposit located outside the immediate mining area (Irawan, Mumbunan, 
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& Ardianto, 2005). This situation has contributed to conflict between the company and the 
community, because it is maintained that most illegal miners are organised by local figures 
who claim they also have the right to benefit from the mining industry (Sufa, 2004). 
According to the company, the number of conflicts with illegal miners has increased (Irawan 
et al., 2005).  
 
For the duration of the thesis, the Indonesian private company will be referred to as Company 
A, the multinational company as Company B, and the state-owned company as Company C. 
 
8.  Data Collection 
Yin (2009) remarked that case study design employs different kinds of information gathering, 
including interviewing, observation, and documentation analysis, to provide multiple 
perspectives on the case studied. For this study, the researcher used an interview as the main 
data-collecting method and was supported by documentary analysis. Observations were not 
conducted because the focus of the study is on perceptions of participants. 
 
8.1.  Interview 
8.1.1.  Semi-structured Interview 
The primary data for this study was collected through semi-structured interviews. This 
research mainly focused on how organisational members interpret and construct their CSR 
and PR as the result of the interpretive processes of their organisational environment. 
Interviews are the primary data source since this method gives the researcher the best access 
to the interpretations that participants have regarding the actions and events that are taking 
place, and the views and aspirations of themselves and other participants (Walsham, 1995). In 
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line with this, Lindlof and Taylor (2002) noted that interviews in a qualitative study are 
considered appropriate when aiming to gather information that requires another’s feelings 
and perspectives on an issue. Walsham (1995) remarked that interviews are also the primary 
data sources that enable the researcher to step back and examine the interpretations of the 
participants in some detail. Maxwell (2005) also points out that interviews lead the researcher 
to be able to explore the interpretations that participants have regarding the actions and events 
that took place in the past or when the researcher did not have observational access. 
 
Fontana & Frey (2000) argued that the most direct way to understand the phenomenon is by 
having direct conversation with the participants. As asserted by Rubin and Rubin (2005), 
interviewing is a conversational process in which both the interviewer and the interviewee 
participate in the creation of reality and understanding. Interviewing is conducted through a 
flexible, loosely structured, but purposeful conversation (Rubin & Rubin, 2005). The 
interviewer must maintain the interview to keep on track of the aims of the research, while at 
the same time the interviewer must create an atmosphere in which the interviewee feels open 
to talk about issues.  
 
Semi-structured interviews were conducted using an interview guide, which contained a list 
of questions and topics needing to be covered. As asserted by Lindlof and Taylor (2002), 
topics and questions in interview guides can be asked in different ways for different 
participants; this provides flexibility. The first section of the interview covered the 
participant’s identity. This initial set of questions included questions about their current 
position, responsibilities, educational background, work experiences, and length of stay with 
the company. The second part of the interview guide covered the main topic of the study, 
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which was their perception of CSR and PR, the relationship between these two functions, and 
factors that may shape their perception.  
 
Since most of the participants were Indonesian, an interview guide was translated into 
Indonesian. This translation was checked and approved by a translator who was accredited by 
The National Accreditation Authority for Translators and Interpreters of Australia (NAATI). 
Patton (2002) noted that it is possible words are translated differently in different cultures and 
communicate different meanings. To overcome this problem, the researcher had a 
conversation with a member of NAATI who checked the translation to make sure that the 
translation did not lead to different meanings. During the interview process, the researcher 
provided participants with a copy of the interview guide and provided clarification of terms 
during the interview so they understood what the researcher was asking.  
   
8.1.2.  Pilot Interviews 
Prior to the data-collecting process, an initial interview guide was developed. The researcher 
conducted three pilot interviews with three PR practitioners from mining companies to clarify 
meanings and refine the wording of the initial interview guide. These PR practitioners were 
from three different mining companies with different ownerships. The researcher conducted 
pilot interviews and asked them to give feedback on the interview questions.  
 
Most feedback related to the terms that were used by the researcher. Some questions that 
appeared clear to the researcher could be confusing to an interviewee. Interviewees from the 
Indonesian private company and the multinational company commented that the term 
“corporate social responsibility” may not be familiar to field officers. Instead, they referred to 
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it as community development programs. They noted that most of field officers were recruited 
from the community and they knew the terminology based on what they were doing rather 
than from the conceptual framework. Similarly, an interviewee from the state-owned 
company commented that they mostly used the term “community development” rather than 
“corporate social responsibility”. This interviewee added that the “community development” 
term referred to the government directive program called “partnership and environment 
development” program. The researcher kept this feedback as information needed in 
conducting the interview. In spite of this, the researcher did not change the term “corporate 
social responsibility” in the first question asked to participants. Given that one of the aims of 
the study was to explore participants’ perceptions towards this concept and whether they 
were familiar with this term or not, it was necessary to allow them the opportunity to respond 
freely. The term “community development” was used only when the participants were not 
able to respond to the question. This approach allowed the participants to share whatever they 
knew first and to avoid the situation where they provided what they thought the researcher 
wanted to hear. As noted by Lindlof and Taylor (2002), “the last thing we as researchers want 
our participants to do is to tell us their experience in terms of that they think we want to hear” 
(p. 195).  
 
During the pilot test, the interviewees also noted that when they were asked their perceptions 
of “public relations”, they could refer “public relations” to three things: (1) “public relations” 
as a unit within the organisation, (2) a person who works in the PR Unit, and (3) as a function 
within the organisation. One interviewee commented that the question was confusing since it 
was not clear what the researcher meant by “public relations”. In spite of this, the researcher 
left the question as it was since this study also aimed to explore the way each organisational 
member perceived PR.  
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Finally, the interviewees’ pilot study commented that the term “stakeholder” was not a 
familiar concept, especially for participants at the operational level. They maintained that this 
term was mostly used by those at a strategic level of the organisation. Thus, in conducting 
interviews the researcher gave a brief explanation of this term prior to using it in interviews 
to provide a clearer understanding. 
 
Additional feedback received from the pilot study identified the importance of the cultural 
values and cultural background of employees and communities when understanding PR and 
CSR. This insight led the researcher to include additional questions about the role of culture 
in shaping PR and CSR practices. 
 
In general, the researcher found the interview guide needed to be modified throughout the 
research process. This is because of the flexible nature of qualitative research. As remarked 
by Marshall and Rossman (2006), in qualitative studies, research design evolves. General 
questions are used to generate more focused questions and find significant patterns during 
interviews. The interview guide is attached as an appendix. 
 
8.1.3.  Interview Participants 
After the companies agreed to participate in the study, the researcher began to communicate 
with contact persons from each company. Contact persons provided the researcher with 
information about the organisational structure as well as job descriptions of each position 
within the organisation. This allowed the researcher to identify the potential participants of 
the study.  
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The researcher used theoretical and purposive sampling in choosing participants (Strauss & 
Corbin, 1998, 2008). Theoretical sampling is a method of data collection based on concepts 
or themes derived from data. This method aims “to collect data from places, people, and 
events that will maximise opportunities to develop concepts in terms of their properties and 
dimensions, uncover variations, and identify relationships between concepts” (Corbin & 
Strauss, 2008, p. 143). Miles and Huberman (1994) also point out that in qualitative research 
the focus is on the in-depth investigation and understanding of a small group of people within 
their context, and not to obtain a sample representative. Stake (2005) stated that in a 
qualitative inquiry the researcher purposively chooses sources of data that allow the 
researcher to build varieties and to get an intensive study. Thus, as asserted by Corbin and 
Strauss (2008), “a researcher may look for persons, sites, or events where he or she 
purposefully can gather data related to categories, their properties, and dimensions” (p. 153).  
 
The researcher chose participants from a unit that was responsible for CSR and PR practices 
to enable the researcher to uncover the phenomenon studied. The researcher included two 
groups or participants for this study: those who were members of top-level management who 
were directly responsible for the CSR and PR Unit and those who were members of units that 
were responsible for PR and CSR functions at the operational level. As remarked by Andrade 
(2009), to create a comprehensive understanding about the phenomenon in an interpretive 
study the researcher should not only interview one participant, but needs to include more 
participants who may have a different perspective. Interviews with members of top-level 
management aimed to explore how the organisational strategists interpret and enact CSR and 
PR at the policy level as well as how they articulate the policy into organisational structure 
and strategy. Meanwhile, interviews with those who perform PR and CSR sought to find out 
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their interpretation towards their environment as well as how they enact CSR and PR at the 
operational level.  
 
The researcher then sent a list of the candidates for the interview to the contact person of each 
company. The researcher was not allowed to contact the participants directly. The contact 
person helped the researcher to arrange the schedule and meeting with them. This was due to 
security reasons in the mining area that did not permit non-employees to travel to the mining 
site without assistance from the mining company. The interview guide was given to the 
participants prior to the interview.  
 
Thirty-seven participants from three mining companies were interviewed. They included 
three members of top management and 34 members of departments, who were claimed to be 
responsible for PR functions. This number came after the discussion between the researcher 
and a contact person of each company. The issues that the researcher and all contact persons 
discussed in choosing the participants mostly related to accessibility: an appropriate person to 
respond to the issues studied, easy access to attend the interview, and time availability.  
 
The summary of the participants’ number in each company is shown in Figure 8. 
 COMPANY A COMPANY B COMPANY C 
Top Management 1 1 1 
PR and CSR 
Practitioners 16 12 6 
TOTAL 17 13 7 
Figure 8. Summary of the Number of Participants 
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The profiles of the participants are given in Chapter 6 for the Indonesian private company, 
Chapter 7 for the multinational company, and Chapter 8 for the state-owned company.  
 
8.1.4.  Interview Process 
Most participants were Indonesian. Therefore, interviews were conducted in Indonesian to 
gain a clearer understanding between the researcher and the interviewee. Only one interview, 
that with a top manager from a multinational company, was in English. All participants gave 
consent to the researcher to record and use data from interviews for the study after the 
researcher showed them a permission letter from the company.     
 
Thirty-four interviews were conducted face to face and tape-recorded. All interviews took 
place in the organisational setting at the participants’ offices. Even though interviews were 
conducted at the office, the interview situations were less formal. Interviews began with a 
short introduction by the researcher. The researcher conducted the interview with a relaxed 
and informal approach. The researcher tried to build trust with the participants by explaining 
the aim of the study and assuring confidentiality. Some of them said that they felt shy about 
providing a response once they knew the study was part of a PhD thesis. They said the 
researcher should be smarter than them. In responding to this situation, the researcher 
explained that she had come there to interview them because they knew more about the 
practice in their company than the researcher. They then started to be more open and relaxed 
in answering questions. The researcher also emphasised that they were able to request any of 
their responses to be excluded from the research.   
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The researcher and participants agreed to the length of the interview, which was on average 
between 45 and 60 minutes. In spite of this, participants were free to stop an interview at any 
time. None of them asked to stop during the interview process. Interviewees were offered the 
opportunity to review the transcriptions. Only one participant requested a review of his 
transcript. Others gave an authority to their contact persons to assure the transcript of the 
interview. There were some statements given by the participants that the researcher could not 
use because the participants named them as off the record.  
 
Three of the interviews involving participants from the state-owned company were conducted 
over the phone. This was due to time constraints and accessibility to the mining area. The 
contact person of this company, who resided at the main office in Jakarta, stated that it was 
not that easy to conduct face-to-face interviews with participants at the mining site. The 
contact person helped the researcher to access a number of participants and allowed the 
researcher to arrange phone interviews with them.  
 
Odendahl and Shaw (2002) called interviews with top management as elite interviews. Elites 
refer to specific respondents who are considered to have more power, knowledge, money, and 
status than others in the population. Odendahl and Shaw (2002) maintained that elites are 
often inaccessible and hardly ever willing to be the subject of a study. They noted the 
necessity to identify and make contact with gatekeepers to link the researcher to the elites. 
First, the researcher doubted having a chance to interview these elites. However, the 
researcher finally did gain access to top management. This was through the help and support 
of the contact persons that the researcher liaised within each company.  
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In the Indonesian private company, the researcher was lucky since the CEO was at the mining 
site during the fieldwork. It was not every day that the top management resided in the mining 
site. Often the CEO was needed at the company’s head office in Jakarta. For the 
multinational company, the contact person suggested the researcher interview the 
Environment and Social Responsibility Director for the Asia–Pacific area instead of 
interviewing the CEO of the company. This was because the policy of CSR and PR was 
managed by the Asia–Pacific area Director. The contact person within the company helped 
the researcher to arrange a schedule for the interview at the company’s office in Jakarta. For 
the state-owned company, the researcher found it difficult to schedule an interview with top 
management. In spite of this, a contact person finally arranged for a 30-minute interview. 
 
8.2.  Documentary Analysis 
Documentary data in this study were used to access findings from other sources. As stated by 
Bogdan and Biklen (2003), official documents are a valuable source for qualitative 
researchers. These documents enable the researcher to understand how the organisation is 
defined by different people and how people inside the organisation communicate. Stake 
(1995) added that documents can function as a replacement for records of activities that the 
researcher is not able to observe directly. 
 
The types of documents needed were dependent on a literature review and research questions 
of this study. The researcher collected official documents that were produced by the 
companies studied. These official documents included the company’s publications, such as 
newsletters, magazines and brochures as well as annual reports, codes of ethics, and any other 
files of company activities. The internal official documents provided the researcher with 
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information about the companies’ activities, internal rules and regulations and job 
descriptions as well as the internal chain of command. Meanwhile, the official documents 
that were distributed to the external public, such as brochures, newsletters and magazines, 
enabled the researcher to understand how companies position themselves in the public as well 
as to understand the companies’ official perspectives towards the programs published.  
 
Some of the documents were collected prior to interviews to obtain preliminary information 
about the source of the data for interviews. After the interviews, the researcher organised the 
documents by coding the information within the documents using the code generated from 
the interviews. This enabled the researcher to link documents to information provided by 
participants during interviews. 
 
9.  Data Analysis 
Yin (2009) suggested that in case study research the researchers need to decide on an analytic 
strategy and technique, which will help them “to treat evidence fairly, produce compelling 
analytic conclusions, and rule out alternative interpretations” (p. 130). This strategy is 
articulated into data analysis procedures. The researcher chose a “case descriptive” strategy 
for organising the case study due to the complexities of the cases. This strategy allowed the 
researcher to describe in detail the context of each case. In line with this strategy, the 
researcher developed an explanation-building technique (Yin, 2009). This is a technique used 
to explain a phenomenon by answering “how” and “why” questions (Yin, 2009), such as how 
and why a company chooses CSR and PR practices the way they do. The researcher used a 
narrative form to explain the phenomena studied. The researcher examined how each 
participant perceived CSR and PR as well as relationships between these two functions 
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within their organisations, and how each participant made sense of these functions. This 
strategy enabled the researcher to obtain a thick description.  
 
Finally, a cross-case synthesis technique was employed. This technique is commonly used in 
a multiple case studies approach. After each case was presented and analysed individually, 
the researcher identified similar and different patterns among the cases.  
 
9.1.  Procedures 
Scholars (Babbie, 2008; Daymon & Holloway, 2002; Lindlof & Taylor, 2002; Miles & 
Huberman, 1994; Yin, 2009) have remarked that qualitative data analysis involves a process 
of breaking data into categories, coding these categories, and then developing patterns and 
themes from them. This process does not start when data collection ends, but is an ongoing 
process throughout the entire study (Miles & Huberman, 1994; Yin, 2009). To analyse the 
data, the researcher followed some data analysis procedures as suggested by some scholars 
(Daymon & Holloway, 2002; Miles & Huberman, 1994; Yin, 2009): organising data, data 
reduction, and identifying patterns. 
 
9.1.1.  Organising Data 
Data collected from semi-structured interviews were transcribed. The researcher did a full 
transcription to obtain richer data and the full expression of participants. NVivo was used to 
assist the researcher in analysing data. NVivo is a software program that helped the 
researcher to code and categorise the large amount of qualitative data from interviews. As 
remarked by Yin (2009), computerised software is helpful in organising data when “(a) the 
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words or verbal reports represent verbatim records and are the central part of (your) case 
study evidence and (b) [the researcher] has a large collection of such data” (p. 129).   
 
All transcripts were exported to NVivo. On every file of each transcript, the researcher wrote 
the date, place, duration of interview, and identification of interviewees shown by its 
functional position. Using NVivo, the researcher added some contextual and observational 
comments on transcripts regarding the process of interviews, such as the facial expressions or 
body language of interviewees that the researcher observed during the interview or situations 
of the place where interviews were conducted, which might prove useful when performing 
the data analysis.  
 
9.1.2.  Data Reduction 
After collecting the data, a coding system was employed. Daymon and Holloway (2002) 
pointed out that coding is a process to identify and constantly compare similarities and 
differences in research materials in order to formulate categories of research interest. Coding 
helped the researcher to reduce and simplify the data in order to begin to make sense of it. 
This enabled the researcher to develop categorisations, patterns and concepts within the 
phenomena studied.  
 
Using NVivo, the researcher started to categorise participants’ responses based on the topics 
of interviews, which were: (1) personal background including data about participants’ 
positions within the company, professional experiences and educational background, (2) 
participants’ perception of CSR, (3) participants’ perception of PR, and (4) factors that 
participants perceived have become the company’s concern in conducting CSR and PR 
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practices. Every time the researcher read through each participant’s interview transcript, the 
researcher highlighted statements or texts and made notes of key words derived from those 
statements. These key words then became codes.  
 
While coding is helpful to reduce the massive amount of data, the researcher realised its 
limitations. As Daymon and Holloway (2002) pointed out, coding system can cause useful 
information to be ignored since it does not fit into the codes and the context can be lost. To 
overcome this problem, the researcher put uncategorised ideas into separate codes. NVivo 
allowed the researcher to write a memo explaining the conditions of this coding process. This 
enabled the researcher to retrieve uncategorised data during the interpretation process. In 
addition, using NVivo the researcher was able to retrieve a whole passage of text where the 
code was from to understand the context in which the interview occurred. 
 
Another limitation in this coding process is that the codes were in English while almost all 
transcripts were in Indonesian. There is a possibility that a code may not really represent 
statements from participants due to different language expression. To eliminate this problem, 
the researcher took some samples of codes and asked two of her Indonesian colleagues who 
understand Indonesian and English to make sure that the codes represented the statements 
properly. NVivo also allowed the researcher to write notes about each code. This helped the 
researcher in interpreting and drawing conclusions about the data.  
 
9.1.3.  Identifying Patterns 
The next step after coding was integrating codes into some smaller groups so that the 
researcher could see patterns and make sense of them all. Patton (2002) referred to two ways 
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of classifying themes or patterns: (1) according to the definitions used by participants 
themselves, and (2) according to the terms created by a researcher to represent categories that 
participants do not have labels for. The researcher used the first way to classify the patterns 
found in this study. The researcher continuously worked back and forth between coded 
categories and their sub categories to identify the link among them. A “how” and “why” 
question technique was used to draw patterns. The researcher related the patterns to the 
research questions and aims of the study. These patterns assisted the researcher in identifying 
central themes. 
 
Patterns in the responses then became clear. The researcher drew the patterns into diagrams 
to help readers understand the phenomena. This enabled the researcher to begin developing a 
working proposition about the study. This is in line with Miles and Huberman’s (1994) 
argument that conclusions can be drawn through “noting regularities, patterns, explanations, 
possible configurations, causal flows, and propositions” (p.11). The researcher summarised 
the findings of each individual case. This also assisted the researcher to do cross-case 
analysis by comparing the patterns of each case to the others. In addition, to reduce the 
possibility of misinterpreting the data the researcher read interview transcripts, listened to the 
interview tapes, and checked fieldnotes again while drawing conclusions. 
 
10.  Data Presentation 
The decision was made to present the data in the following manner. First, a description of the 
Indonesian mining industry is provided as contextual background. This description is 
presented in Chapter 5.  
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The cases are then presented one by one. This aims to provide a thick description of each 
case. The patterns found in each case are categorised into four themes: (1) participants’ 
perceptions about CSR, (2) participants’ perceptions about PR, (3) relationships between 
CSR and PR, and (4) enacted environmental factors. In Chapter 9, enactment theory is 
applied to discuss the findings from the three case studies.
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1.  Introduction 
An interpretive perspective maintains that the organisation is not static. And relationships 
between the organisation and its environment are not fixed but constantly changing. What is 
changing is the social construction of political economy as well as CSR standards and 
expectation. As Klein and Myers (1999) noted, in an interpretive case study, the social and 
historical context of the case must be established. This is important to enable the intended 
readers to understand how the current situation under investigation has emerged.   
 
This section aims to describe the context of the Indonesian mining industry. The context 
includes the social, political, economic and cultural context of the case. The descriptions are 
treated under four periods in which social and political conditions have led to a different 
mining policy: the colonialism era (1500s–1942), the transitional era after Indonesia’s 
Independence Day (1945–1965), the Suharto era (1966–1998), and the post-Suharto era 
(1998–2007).12 This categorisation is in line with what Kelly (in Sigit, 1991) stated: “... under 
any political philosophy, government initiative is integral to the maximum utilization of 
mineral resources” (p. 40). This statement implies that mining operations are never free from 
the political issues within the country in which mining operates. The CSR and PR historical 
context is discussed within this period as well.  
  
                                                 
12
 The fieldwork of this study was conducted in 2007. Accordingly, for the purpose of this study, the description 
is limited to the end of 2007. 
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2.  The Colonialism Era (1500s–1942) 
The mining industry in Indonesia started during the era of Dutch colonialism13 about 200 
hundred years ago (Karim & Mills, 2003; Maimunah, 2007; Sigit, 1991; Wiriosudarmo, 
2001). The colonial government found tin deposits in three islands of Indonesia: Belitung, 
Bangka and Singkep (Sigit, 1991). The gold mining history also started during the colonial 
era when the colonial government found gold deposits in Rejang Lebong Sumatra and 
Cikotok West Java (Sigit, 1991). Nickel ore in Sulawesi has also been mined since the 
colonial era (Sigit, 1991). These minerals became the raw material resources for the colonial 
country. 
 
During the colonial era, the mining concession14 was given by local leaders15. However, in 
1850 the colonial government took over this authority by regulating the first mining act in 
1850, Mijn Reglement 1850 (Maimunah, 2007). According to this act, only the colonial 
government could grant a concession to explore for mining16. This regulation also allowed 
the colonial government to mine and own this industry for their economic interest. This 
mining act was renewed in 1899, when the colonial government released the Mining Act of 
1899 (Indische Mijnwet 1899) (Maimunah, 2007; Wiriosudarmo, 2001). This Act 
strengthened the central position of the colonial government to manage and control the 
mining industry. The colonial government invited potential investors to explore the mining. 
This law also emphasised that the exploration concession of strategic mining, which 
potentially generated a lot of profit, had to be authorised by the central government. The Act 
                                                 
13
 The Dutch colonised Indonesia for about 350 years, before Japan took over in 1942.  
14
 Concessions refer to the right to exploit natural resources (Wiriosudarmo, 2001). 
15
 During the colonial era, Indonesia consisted of many palaces, which were led by the Sultan (King). The 
Sultan has the authority to control and manage its region.  
16
 For example, the colonial government owned and operated tin mining in Bangka Island only. Tin mining in 
the Belitung and Singkep islands was owned and operated by private companies under the protection of the 
colonial government. 
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was amended in 1904 and in 1918. According to the amendment of 1904, concession rights 
could only be granted to Dutch citizens, to the residents of the Netherlands East Indies, or to 
companies established under the laws of the Netherlands or of the Netherlands East Indies 
(Karim & Mills, 2003). They could obtain concession rights for a period of up to 75 years. 
However, the later amendment of 1918 provided an opportunity for non-Dutch private sector 
interests to gain access to concession rights, but only up to 45 years. In 1930 the colonial 
government issued a more comprehensive mining legislation, Mining Act of 1930 
(Mijnordonantie 1930) (Wiriosudarmo, 2001). In spite of this, this legislation still recognised 
the central government as the main authority to grant any mining concessions.    
 
3.  Transitional Period after Independence Day (1945–1965) 
3.1.  Mining Industry 
The day before Indonesia proclaimed its independence on 17 August 1945, the Indonesia 
Constitution was enacted. Article 33 of this constitution states that, “earth, water, and natural 
resources contained within the earth shall be under the control of the State and shall be used 
for the maximum welfare of the people”. In spite of this, the regulations implementing this 
constitution with respect to mining exploration were not drafted or passed. The mining 
industry continued to operate based on the previous colonial mining law, which gave the 
colonial government central authority over the mining industry.  
 
In 1951 a member of Dewan Perwakilan Rakyat Sementara (Temporary People’s House of 
Representatives), Teuku Mohammad Hassan, urged the government to review this Act 
(Karim & Mills, 2003; Sigit, 1991). He demanded a change over the control and management 
of mineral resources. His motion was approved by the Indonesia Government. In 1952 the 
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Indonesian Government started to draft the mining law. In 1959 the government issued Law 
no. 10, which ruled the cancellation of all inactive or not-in-production mining concessions 
granted before 1949. 
 
Finally in 1960, the government released the first mining law, known as Law no. 37 of the 
year 1960 on mining (Sigit, 2008). This law, however, failed to attract international mining 
investors. This was due to the unstable political condition and the Law on Foreign Capital 
Investment released in 1958, which closed the mining of vital minerals to foreign investment 
(Sigit, 2008).  
 
Despite this, the government through its state-owned mining companies17 continued to 
operate under these difficult conditions. In 1950 a state-owned company, Perusahaan Negara 
Tambang Arang Bukit Asam (PN TABA), was established to manage mining activities in 
Bukin Asam (PT Bukit Asam, 2006). In 1958 three tin companies, a colonial government 
enterprise Banka Tin Winning Bedrifj (BTW), and two Dutch private companies: 
Gemeenschappelijke Mijnbouw Maatschappi Biliton (GMB) and NV Singkep Tin Exploitatie 
Maatschappij (NV SITEM), were nationalised and became state-owned enterprises, which 
then were merged into one state-owned company, Perusahaan Negara Tambang Timah (PT 
Timah (Persero) Tbk, 2006). To manage minerals outside tin and coal, the government 
established another state-owned company, PT Aneka Tambang18 (PT Antam Tbk, 2008). 
Through this process the government monopolised the mining industry. 
 
                                                 
17
 A state-owned company is a company whose shares are owned by the government.  
18
 This state-owned company was established as a merger with several state-owned companies. 
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3.2.  Corporate Social Responsibility 
There is no information regarding CSR activities during this period. However, the 
participants from the state-owned company studied claimed that they had started their CSR 
since the company started its operation in early 1950s when the government initiated some 
state-owned companies to control mineral resources. The participants from this company 
stated that they developed the area and the community where the mining company operates. 
The development was mostly dominated by infrastructure facilities development. In other 
words, the participants from this company claimed themselves as the initiators of CSR 
practice in Indonesia. 
 
3.3.  Public Relations Practice 
This transitional period is also claimed by some senior Indonesian PR practitioners (Dahlan, 
1978; Muntahar, 1985; Noeradi inYudarwati, 1999) as the beginning of PR history in 
Indonesia. PR was firstly utilised to publicise Indonesia’s independence internationally. PR 
began shortly after the declaration of independence on 17 August 1945, as the founding 
fathers realised the need to declare the country as an independent country (Putra, 1996; 
Yudarwati, 1999). They invited domestic and international journalists to make this 
introduction on a global basis. Media relations began to develop. Relationships with other 
countries were developed in accordance. Global diplomatic relationships began at the same 
time. Radio Republic Indonesia, a government-owned radio station, carried out a program in 
English to attract more attention from the international public. In this early development, 
however, these activities were not yet called public relations. 
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The arrival of some multinational companies, such as PT Stanvac and PT Caltex Pacific 
International in the early 1950s, led to the next stage of PR practices in Indonesia. The term 
“public relations” was first introduced by these foreign companies. It is also noted that PR in 
Indonesia was first employed by natural resources-based companies. These foreign 
companies employed PR to convince both the government and the Indonesian public about 
the opportunities they offered for a better living nation. PR activities were considered as 
important functions for the company’s operations in order to gain acceptance from the 
government and the public. During this period, government agencies, such as Radio Republic 
Indonesia and the Indonesian Police department, also started to develop their PR functions. 
Even though people were still not familiar with PR, these two government agencies were 
prominent government institutions that first established PR Units in their organisational 
structure.  
 
In 1964 the PR profession entered a new era when the government established the Faculty of 
Communication at the Padjajaran University19. This faculty became the centre of study to 
develop PR practice in Indonesia. People started to perceive PR as a profession that required 
an adequate education background.  
 
4.  The Suharto Era (1966–1998) 
4.1.  Mining Industry 
In 1965–1966 there was a political disruption, which ended with the first President of 
Indonesia, Soekarno, stepping down and Suharto being appointed as the next president. A 
year after Suharto became president, he liberalised the Indonesian economy and opened it to 
                                                 
19
 This is a state university in Bandung, Jawa Barat. 
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foreign investors. In January 1967, the Suharto government passed the Law no. 1 of 1967 to 
replace the previous foreign investment law 1958 (Sigit, 2008, p. 51). This law stated that, 
“foreign capital investment in the field of mining shall be based on cooperation with the 
government on the basis of a contract-of-work or other forms of agreements, in accordance 
with the prevailing regulations” (Sigit, 2008, p. 51).  
 
The contract of work is:  
“an agreement or contract between the Government of Indonesia who holds exclusive 
rights to all minerals in Indonesia with foreign company or a joint venture company as 
a contractor to the Government to explore, extract, process, and market minerals” 
(Hoed, 2008, p. 116). 
 
This contract of work system is regulated to ensure a continuous flow of foreign investment. 
In this system, the investor, who acts as a contractor, is relieved of any social obligation 
(Wiriosudarmo, 2001). The two basic needs of investors, security of tenure and security of 
investment, are clearly predetermined in the work of contract (Bhasin & McKay, 2002).   
“Security of tenure was covered as Conjunctive Title which empowers the investor to 
proceed from general survey through exploration all the way through mine 
development, production, processing and marketing… Security of Investment [was] 
covered as Lex Specialis treatment, which assures that the investment is not subject to 
changes in government laws or policies after signing for the period in force” (p. 1). 
 
These guarantees are important to attract investors, since this industry is categorised as a 
high-risk industry and involves long-term production (Hoed, 2008). For the life of the 
contract its terms and conditions are immune from any changes in laws and regulation (Hoed, 
2008). This exclusive position also enables mining companies to solve any investment 
problems, including social problems with local communities, since the government protected 
the mining operation by arranging settlement with the local government and using military 
forces (Wiriosudarmo, 2001). The first contract of work was signed in April 1967 between 
the Indonesian Government and Freeport Sulphur Company of US. 
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In December 1967, the government passed the mining law no. 11 of 1967. This law adopted 
article 33 of the 1945 Indonesia Constitution regarding natural resources. Based on this 
constitution, this mining law specifies that, “all minerals – in the form of natural deposits – 
occurring in the territory of the Republic of Indonesia are part of the national wealth of the 
people and are hence controlled by the state” (Hoed, 2008, p. 114). Accordingly, the 
government holds exclusive mining rights to all mineral resources in Indonesia. Other 
institutions may conduct mining activities if the government grants them with mining 
authorisations and mining permits. These authorisations and permits are strictly granted to 
state-owned mining companies, companies owned by Indonesian national, and Indonesian 
nationals (Hoed, 2008). Meanwhile, foreign investors must work under the contract of work 
system. As a result, two systems regulated the mining industry during the Suharto era – the 
contract of work system, which regulated foreign investments, and the mining law 1967, 
which regulated domestic investments. This condition was similar to the colonial era, when 
the colonial government treated the Dutch and non-Dutch investors differently.   
 
During the Suharto era, the contract of work was signed without involving local 
governments, who were supposed to have a better understanding of local people’s interests 
and needs in relation to natural resources. Local government became the instrument of the 
central government in implementing the agreements (Wiriosudarmo, 2001). Furthermore, the 
mining industry enjoyed a privileged position, being able to communicate directly with the 
national government through official reports. Suharto’s regime provided mining companies 
with an exclusive position, which allowed the mining industry to avoid communicating with 
the public and to ignore the public’s demand for information about its operations 
(Wiriosudarmo, 2001).  
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This system initially worked very well for foreign investors during Suharto era. The system 
attracted new investors and placed the mining industry as a major export earner (Price 
Waterhouse Coopers, 2000). Some major international mining companies perceived this 
contract of work system as “the single most attractive piece of mining legislation in South 
East Asia” (Hoed, 2008, p. 120). There were seven generations of contract of work signed 
between 1967 until 1998. Each generation had different terms and conditions regarding 
taxation and other financial issues (Hoed, 2008). 
 
In the first generation, the content of the agreement was negotiated between the investors and 
the government. However, starting from the second generation the technical, legal and 
general aspects of agreement were standardised (Hoed, 2008). Only the taxation and other 
financial issues were not standardised due to some changes in Indonesian financial and 
taxation policy (Hoed, 2008). The government needed to adjust the content of the contract of 
work regarding these financial issues.  
 
In the second and third generation, the government made some corrections, which mostly 
related to taxation policy. In the third generation, the mining companies were subjected to the 
general tax regulations and an additional windfall tax obligation. The foreign investors were 
also required to transfer at least 51% of equity to Indonesian partners within 10 years after 
they started exploration (Bhasin & McKay, 2001). These changes contributed to a decline in 
the number of contracts signed. In the fourth generation the government removed the tax 
windfall profit tax and added several rules that were in the favour of foreign investors, and 
investment started to increase. The fifth to the seventh generations served the needs of 
investors with regard to taxation policy and invited more investment (Bhasin & 
Venkataramany, 2007). 
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During the Suharto era, land and access to land became an important issue in the mining 
industry. Major conflicts relating to land use and ownership occurred during this period. Land 
use and ownership were regulated by the Agrarian Law no. 5 of 1960, which was legalised by 
Sukarno, the first Indonesian president. This law was enacted to replace the colonial agrarian 
law, which benefited the Dutch rather than giving opportunity for the Indonesians to use land 
for their needs (Hidayat, 2001). This agrarian law recognised cultural land ownership when 
not in conflict with the government’s interest. Cultural land ownership referred to the rights 
of the adat community20 to possess the land where they occupied and cultivated crops or 
plantations (Hidayat, 2001). This meant that without having a land certificate, the ownership 
of the adat community over the cultural land was still considered legal. 
 
In spite of this, the adat community’s rights over the land were not clearly stated in the 
mining law no. 11 of 1967. From 1967 to 1998, mining projects expanded dramatically. The 
mining industry was considered a vital industry due to its ability to provide significant 
income. Because of this, land use for mining exploration was given a high priority. As stated 
in article no. 26 of this law, the landowner had to surrender their land to the mining investors, 
who according to the contract of work, were granted the mining authority. With the argument 
that the land was needed for public interest, the government had the power to seize the land. 
The government had the right to allocate any land for mining operations and granted the 
investors with mining authority. Mining companies holding mining authority were not 
required to have land permits to explore mining areas. They had rights to take over any land 
of any category of ownership for mining exploration (Wiriosudarmo, 2001).  
                                                 
20
 The adat community is characterised by “a) [their] close attachment to ancestral territories and to the 
national resources in the areas they live, b) their self-identification [which] is recognised by others as 
members of a distinct cultural group, and c) their own indigenous language, subsistence, customs and 
political institutions which are often different from other groups” (Hidayat, 2001, p. ?). 
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The second issue led to land conflict relating to land compensation procedures. According to 
the government regulation, mining investors were obliged to compensate for only private 
land. Non-private land21 or unused state land was not subject to compensation. Meanwhile, 
the adat community claimed that land that was not private land was cultural land. Problems 
arose when the investor complied with this government regulation and used such land 
without paying compensation to the community (Wiriosudarmo, 2001). 
 
Conflict also arose when there was an inadequate distribution of compensation given by the 
companies to adat communities (Wiriosudarmo, 2001). There was a lack of knowledge from 
the companies about the status of cultural land. In spite of the fact that legal boundaries of 
cultural land are uncertain, the distribution of land ownership is definitive amongst adat 
communities: 
“Each plot of land belongs to a certain tribal [or adat] community, and the ownership is 
not limited to agricultural land or other economic land uses, but also to include forests, 
lakes, rivers, mountains, and all other natural features within certain geographical 
boundaries. Each cultural community may not be so much the owner of the land, but at 
least they consider themselves the cultural guardians of the land” (Wiriosudarmo, 2001, 
p. 13). 
 
With uncertainty of the boundaries of cultural land ownership, it was difficult for the 
companies to determine the compensation coverage of land for mining. The conflict that 
arose was not only between the company and the community, but also between one adat 
community with another adat community. 
 
The conflicts arising during the compensation process were also due to the relationship 
between the land and the community’s religion. Landowners did not want to surrender their 
land due to their belief that cultural land was from God and given to them to sustain their 
                                                 
21
 Non-private land refers to the land that does not have a land certificate. 
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lives from one generation to another. This collective land ownership is called the ulayat right 
(Harsono, 1999). Accordingly, the land is not compensable. In many cases compensation 
offered by the mining company will never satisfy them (Muhammad et al., 2005). 
 
To solve this land conflict, the mining companies asked local government to facilitate the 
compensation process. This process involved military and police preventing public unrest 
(Muhammad et al., 2005). This condition caused landowners to feel insecure and threatened. 
They were afraid of rejecting any decision made by the local government (Maimunah, 2007) 
and accepted any compensation offered.  
 
4.2.  Corporate Social Responsibility 
During the Suharto era, CSR was not an important issue for the mining industry or other 
industries operating in Indonesia. As mentioned earlier in this section, the contract of work 
between the government and the investors did not include the social responsibility of the 
mining company. In spite of this, the mining industry used “community development” as the 
terminology to describe their contribution to the community where the company operated. As 
mentioned before, community development was first initiated by state-owned companies, 
since historically a mining industry was mainly controlled by the government. After the 
government opened the industry to foreign investors, the foreign companies started to get 
involved in community development programs as well. 
 
There is no specific definition of what community development is. During the Suharto era 
community development mainly referred to infrastructure development programs. Mining 
took place in remote and isolated areas. When a company started its operations they mainly 
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focused on infrastructure programs, such as opening access roads to the area or building 
education and health facilities. The community development programs were also based on a 
charity approach that did not require the community’s contribution. In other words, 
philanthropy became the dominant interest of mining companies for the benefit of their 
operation. 
 
4.3.  Public Relations Practices  
The issuance of Foreign Capital Investment Law No. 1 in January 1967 and the Domestic 
Capital Investment Law No. 6 in July 1968 led to further economic growth. Since then the 
number of business organisations has increased. In line with this, the number of PR 
practitioners working within organisations and the number of PR consultancies have also 
increased (Dahlan, 1994). According to Dahlan (1978), at the end of the 1960s almost all 
government agencies had PR Units. This unit was mostly responsible for handling media 
publication. Most foreign companies also had established PR units in the early 1970s. Media 
relations activities were still the main activity of the PR units in these foreign companies. In 
spite of this, these units also started to develop relationships with the local community as a 
way to gain local support (Yudarwati, 1999).  
 
Further, the growth of PR practitioners led to the creation of PR bodies. It began with the 
Public Relations Association of Indonesia (PERHUMAS: Perhimpunan Hubungan 
Masyarakat) in 1972, which aimed primarily to professionalise its members. The founders of 
this association were not only from domestic and foreign private companies but also from 
government agencies. Its activities were on both a national and international scale. These 
included the promotion of FAPRO (Federation of the ASEAN Public Relations Association) 
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and the hosting of its congress in 1981. In 1971 the second PR body, the Coordinating Body 
of Government Public Relations (BAKOHUMAS: Badan Koordinasi Hubungan 
Masyarakat) was established to coordinate the PR activities of all government agencies.  
 
Although PR practices have been employed since early 1950, the PR profession has 
developed significantly only towards the end of the 1980. The increasing needs of PR 
professionals were due to the economic deregulation in 1983, which led to privatisation in the 
economic sectors. Soesastro (1989) argued that economic deregulation decreased the 
government monopoly in the economic sector and gave more opportunities for the public to 
participate. There were increasing numbers of privates companies. This brought about greater 
need for good marketers or PR practitioners as part of their marketing strategy.  
 
It was noticed that in 1980s, the number of PR practitioners increased. When Public Relations 
Association of Indonesia was established in 1972, there were only 21 members. In the 1990s, 
its membership number increased to 224, and reached 600 members in 1995. Recently, 
around 2,000 members have joined this association. 
 
In the 1980s, the number of PR agencies increased as well. There were some new PR 
agencies that expanded from advertising agencies, such as Fortune, or were associated with 
some foreign companies. In 1987 the Association of Indonesia’s Public Relations Companies 
(APPRI: Asosiasi Perusahaan Public Relations Indonesia) was created to increase PR 
professionalism in Indonesia (Ananto, 2004a; Putra, 1996). In the early 1990s there were 
approximately 90 PR agencies, but only 55 of them became members of this association. 
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In spite of the development of the PR profession in terms of the numbers of PR practitioners 
and PR agencies, several studies (Ananto, 2004a, 2004b; Hiendarto, 2006; Yudarwati, 1999) 
show that PR practices during the Suharto era were limited to a one-way communication 
process, especially if related to government issues. PR practitioners were mainly assigned to 
get favourable publicity into the media and to keep unfavourable publicity out. They were 
merely communication technicians who were needed to execute policy assigned by others in 
companies and were not involved in decision-making processes. During this time, no CSR 
matters became a concern of PR practices. 
 
5.  Post-Suharto Era (1998–2007) 
In 1997 most East Asian countries faced financial crisis. Indonesia received the greatest 
economic shock compared to other countries (Garnaut, 2000; Soesastro, 2000). This crisis led 
to high inflation and urged the increasing price of products across sectors, including critical 
sectors such as food and other essentials. Business in Indonesia could not run profitably. 
Some companies went bankrupt. “Over 150,000 businesses have collapsed and 50% of public 
transport is not running” (McLisky, 1999, p. 106). Some companies are trying to survive by 
merging with other companies. Restructuring within companies is taking place. As a 
consequence, the number of unemployed people is increasing. McLisky (1999) noted that 
there were 12 million unemployed before the economic crisis, but then the total has reached 
20 million. 
 
According to Yudohusodo (1998), economic growth was getting worse. It was predicted that 
for the period of 1998–1999 economic growth would be minus 15%. Every minus 1% would 
lead to 400,000 more unemployed. This condition became worse as the prices went up. 
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“Basic prices have risen 76%, transportation by 63%, education by 20% and healthcare by 
19%” (McLisky, 1999, p. 106). Many people could not afford to buy basic ingredients, such 
as rice, wheat, oil, noodles and eggs. 
 
People asked the government to take responsibility for the crisis. Some students protested 
about the policies of the government in handling the crisis. The economic crisis increased 
public distrust in the Suharto government. Finally, the social movement in 1998 forced 
Suharto to step down.  
 
After Suharto’s resignation in 1998, Indonesia entered a new period of democratic reform, 
which was known as the reformation era. In 1999 freedom of speech and expression became 
legal as the government passed the Law of Press no. 40 of 1999. President Habibie22 stated 
that:  
“the freedom of the press is one of the many embodiments of the sovereignty of the 
people and is the outmost important element in creating a democratic society, nation 
and state in order to ensure the freedom of expressing ideas and opinions as stated in 
Article 28 Indonesian Constitution of 1945” (Leijel, 2002, p. 44). 
 
This law has an impact to an increasing number of mass media outlets. People became more 
concerned about the democratic system. This democratic atmosphere (Thompson, 2008) has 
had an influence on the relationships between companies and their public. There were more 
public movements that demanded transparency, accountability, reliability, responsibility and 
fairness. 
 
After Suharto stepped down, the public also pressured the government to decentralise its 
authority to the regional government. As a result, the government issued Law no. 22 of 1999, 
                                                 
22
 President Habibie was Indonesia’s third president after Suharto.  
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which regulates regional autonomy. According to this law, the government decentralised its 
authority to the district level (Wiriosudarmo, 2001). This law eliminated hierarchical 
relationships between cities and districts and higher levels of government. Beside 
democratisation at the local level, this decentralisation reform has strengthened the civil 
society movement at the local level. 
 
5.1.  Mining Industry 
In the post-Suharto era, there have been more public demands on mining companies and the 
number of conflicts with the community has increased. As commented by one superintendent 
of a mining company on Kalimantan Island, in the last five years the most frequent problems 
that arose were not technical problems but social problems, which relate to relationships 
between the company and communities. One top manager of a mining company added that 
communities were brave enough to share their opinion and make their demands. Another 
mining company in Sumbawa Island was attacked by its communities (Nugraha, 2006). Some 
mining companies also experienced a problem due to the increasing number of illegal miners 
(McBeth, 1999). The poverty and dissatisfaction during Suharto era have led the community 
around gold companies to change their livelihoods from farming to gold digging, in the hope 
of making a quick fortune (Irawan et al., 2005). It is suspected that some local figures and 
elements of local government are involved in these illegal mining activities (McBeth, 1999; 
Sufa, 2004). 
 
In these changing social settings, communities rejected the involvement of government in 
solving conflicts with mining companies. This condition shows communities’ distrust of the 
government as well as a desire to develop direct social and economic negotiations with 
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mining companies (McMohan et al., 2000). In responding to these conflicts, companies could 
not use military force to secure the mining area. The use of military force has been criticised 
by human rights organisations and shareholders of the mining companies, since these guards 
are often involved in serious human rights abuses against the local population (Down To 
Earth, 2004).  
 
The regional autonomy law has also had an impact on the mining industry. This law gave 
local government authority to undertake their major needs, including environmental, health, 
land management, public work and education. This resulted in the loss of the absolute 
authority of the central government to control natural resources. As stated in Article 10 of this 
law, “regional government has full authority to promote and develop the national resources 
available in its region and is fully responsible to maintain the sustainable environment based 
on the existing regulation” (Wahju, 2002, p. 17). This law affects the mining industry, since 
most aspects of the industry are under jurisdiction of the local government. Local government 
is now responsible for issuing mining licences, replacing the previous “contract of work” 
system (Sudarsono, 2008). Local governments have authorisations to decide, rule and 
administer resources development in their regions. Mining Law 11/1967, accordingly, is no 
longer relevant and effective (Widodo, 2008).  
 
Although the new mining law has not been issued yet, in 2000 the government issued 
Minister’s Decree no. 1453.K/29/MEM/2000, which explained the technical procedures of 
the tasks of the government in relation to the mining industry (Widodo, 2008). This 
regulation covers issues on general mining, environmental management, rural and community 
development, organising government task, supervising, and evaluation (Widodo, 2008). This 
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has become a guideline for local governments put in charge of managing the mining industry 
in their region.  
 
This decentralised system was also supported by the issuance of law no. 25 of 1999, which 
stipulated the revenue sharing between central government and regional government. This 
law allowed the provinces and regions or districts to get a share of the income from the 
natural resources within their areas. The provinces received 80% of the mining royalty: 32% 
is allocated to the districts where the mine is located, another 32% is distributed equally to 
other districts within the province, and the remaining 16% is for the province (Wahju, 2002). 
 
This decentralised system, however, has led to several problems and uncertainties. The 
exclusion from work of the contract system during the Suharto era caused the lack of 
expertise in local government to deal with the complexity of the mining industry. Many local 
governments were not ready to take control of the mining area. There were unclear situations 
due to land claims, compensation claims, profit sharing demands and taxation demands 
(Bhasin & McKay, 2001).  
 
With regard to this problem, Widodo (2008) identifies five expectations of mining companies 
to the local government. First, the company expects that the local government has experts 
who are able to supervise and provide recommendations to the company. Second, the 
company requires security assurance from any disturbances, including from any political 
social movements, rioting or illegal miners. Third, the company expects a simple permit 
procedure organised by local government. Fourth, the company hopes that they can discuss 
community development programs directly with local government. Finally, the company 
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expects that they can discuss land use problems with local government who understands the 
needs of the region. 
 
In relation to this autonomy policy, Widodo (2008) also identified expectation of the local 
government to the central government and to the company. First, the local government urged 
the central government to issue a mining law that could be used to formulate regional 
government policy with regard to the mining industry. Second, the local government claimed 
that their income from mining companies was too low and too slow in being transferred. 
Accordingly, they demanded a better income distribution. Third, the local government 
wanted the company to provide local people with a job and training, as well as for local 
contractors to get involved in the industry. Finally, the local government expected the 
company to initiate community development programs and reduce environmental damage. 
 
These unstable social, economic and political conditions have been seen as contributing 
factors to the investment decline in the mining industry. In 2001 the Mines and Energy 
Minister stated that, “We have letters from some mining companies, both local and foreign, 
saying that they are suspending their activities for between one to two years, awaiting 
developments over the legal issues” (Reuter, 2001, p. 6). There were no foreign investors 
willing to sign the eight generations of works of contract, proposed by the government in 
1997–1998. 
  
McMohan et al. (2000) noted three strategies undertaken by mining companies to respond to 
these conditions. First, they increased the budget for local socio-economic programs. For 
instance, Newmont spent US$1 million on community projects in 1998, before they started 
their operation. They also spent close to US$6 million annually on physical infrastructure 
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projects. Substantial budgets are also allocated for human resources and small business 
development programs (McMohan et al., 2000).  
 
Second, since there is low trust from the local community, mining companies seek ways that 
can facilitate dialogue with communities. McMohan et al. (2000) propose three options for 
mining companies to consider. First, mining companies can involve non-government 
organisations to represent the community’s interests. Second, to satisfy the community’s 
interest mining companies need to encourage the community to invoke their customary law in 
solving the problems. The third option is establishing a joint development task force to plan 
and address any issues. This task force consists of representatives from local government, 
mining companies and non-government organisations. This study argues that these options 
then lead to the development of CSR orientations. 
 
Third, some mining companies have had to close down temporarily, since the conflicts and 
uncertainty have become unmanageable. PT Kelian Equatorial Mining, a gold mining 
company owned by Rio Tinto, was forced to close its operation for over four weeks because 
of a community blockade of an access road. The community complained that the mine had 
unsettled compensation payments. The community claimed that in 1990 the military had 
forced people to move from their land and accept compensation for less than the land value 
(Caragata, 2000; McCawley, 2000). 
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5.2.  Corporate Social Responsibility 
It is noticed that CSR movements in Indonesia started in the post-Suharto era. Kemp (2001)23 
argued this movement was clearly driven by power outside Indonesia and relates first to 
labour issues. In the 1990s the American Federation of Labour and Congress of Industrial 
Organization, Global Exchange, the Fair Labour Association24, the Students Against 
Sweatshops movement and the Global Alliance were international organisations that had 
developed workers’ rights campaigns in Indonesia (Kemp, 2001). Other influences come 
from some multinational companies operating in Indonesia: Erickson, Nike, Unilever, BP, 
and Deutsche Bank, who have sponsored United Nation efforts to promote labour, human 
rights and environmental principles through its Global Compact agreement (Kemp, 2001).  
 
The economic crisis in 1997 forced the government as well as corporations to create a good 
corporate governance. In 1999 business leaders of Rio Tinto, Accenture and Ernst & Young 
initiated the establishment of the Indonesia Business Links (IBL)25. This foundation mainly 
aims to promote ethical business practices in Indonesia and actively supports CSR practices 
through seminars, discussions, conferences and research26. In 2006 IBL organised the first 
Indonesian Conference on CSR, titled Responsible Business is Good Business.  
                                                 
23
 One major labour issue related to NIKE’s workers in 1990s. A Global Alliance report in 2001, which was 
based on an interview of more than 4,000 workers, shows the dissatisfaction standard of health facilities, 
permission to take sick leave, treatment for pregnant woman, verbal, physical and sexual abuse by management 
personnel, low wages and labour relations (Clean Clothes Campaign, 2001a, 2001b). These findings are 
identical with the report from previous research performed by the Urban Community Mission – an Indonesian 
NGO – released in 1999. Based on an interview of 3,500 Indonesian Nike production workers, this study found 
that 57% of them saw fellow workers mistreated or yelled at, and 44% of them complained of forced time 
(Clean Clothes Campaign, 2001b).  
24
 The Fair Labour Association has begun to develop training for labour groups of Indonesia. The training aims 
to give ability to whom? for monitoring codes of conduct (Kemp, 2001).    
25
 This is a not-for-profit foundation affiliated with the Prince of Wales International Business Leaders (PW-
IBLF or IBLF). Corporate main sponsors now include global companies, such as BP, Shell, Unilever as well as 
Indonesian companies including Bogasari Flour Mills, PPM Institute of Management, and Rajawali Group 
(Indonesia Business Link, 2004). 
26
 During period of 2005–2007, IBL plans to carry out seminars, discussions and conferences to improve public 
awareness on CSR, facilitate dialogue among stakeholders to increase corporations’ commitment to perform 
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In 2000 the Minister for Economy, Finance and Industry established the National Committee 
on Corporate Governance, under World Bank supervision (Kemp, 2001). The national 
committee is responsible for developing codes that aim to get corporations to act under 
principles of good corporate citizenship and social responsibility. The purposes of the 
principles set forth in this code are to strengthen a company’s competitive position, both 
domestically and internationally, as well as to create a better environment for investment, by 
enhancing transparency, accountability, reliability, responsibility and fairness (National 
Committee on Corporate Governance, 2001). The code also emphasises the importance of 
CSR towards various stakeholders and environmental protection (National Committee on 
Corporate Governance, 2001). In the initial stage, this code is mainly targeted at public 
companies, state-owned enterprises and companies utilising public funds or engaged in the 
business of managing public funds. Despite many efforts to introduce and implement 
corporate governance in Indonesia27, unfair practices, lack of transparency and disclosure28, 
and lack of risk management practices are still found among the business community 
(Kurniawan & Indriartoro, 2000; Nowroozi, 2004).  
 
Besides labour and corporate governance issues, Kemp (2001) identified CSR problems with 
regard to environmental issues. In 2000 some oil palm companies in Sumatra and Kalimantan 
                                                                                                                                                        
CSR, including international and industrial norms. IBL also plans to conduct feasibility studies and pilot 
projects for effective CSR programs. See http://www.ibl.or.id/en/ibl/html/gateway.php?sid=about&sub=main 
27
 There are several efforts to introduce and implement corporate governance in Indonesia. These involve 
developing a national strategy for corporate governance reform, conducting educational events on corporate 
governance for the public, conducting pilot projects to implement corporate governance principles in the 
industries, carrying out regulatory reform within the capital market, establishing the Forum of Corporate 
Governance in Indonesia, and managing technical assistance from the international community (Kurniawan & 
Indriartoro, 2000). 
28
 A 1999 survey by Pricewaterhouse Coopers, in which the respondents were institutional investors in 
Singapore, showed that among a dozen countries in the Asia–Australia region, Indonesia ranked very low in the 
perceived standard of disclosure and transparency (Kurniawan & Indriartoro, 2000). In one example, instead of 
disclosing its very troubled financial situation, a major bank advertised its optimism to survive in the newspaper. 
A short while later the government froze the bank’s operation due to it being no longer fit to operate (Djawahir, 
1999). 
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were accused of causing the worst environmental damage in Asia29 (Down To Earth, 1997; 
Ginting, 2000). There was a threat from The United Kingdom to boycott palm oil produced in 
Indonesia, but still there were no efforts from the Indonesian Government to initiate concrete 
steps to stop the burning in Indonesia forests (Down To Earth, 1997; Kemp, 2001). Another 
company, PT Indorayon was also accused of causing water and air pollution that led to a 
clash with the community (Carr, 2000). The clash involved police and military, who injured 
hundreds of people and caused several deaths. The company was closed down due to 
increasing community opposition including the sabotage of its plant. However, the pressure 
from investors led the Indonesia Government to re-open this company in May 2000 under the 
new name PT Toba Pulp Lestari (Carr, 2000; Indonesian Forum for Environment (WALHI), 
2003). Yet local communities, religious leaders and local government officials continued to 
raise opposition to the company’s activities (Indonesian Forum for Environment (WALHI), 
2003).  
 
The mining, oil and gas industries in Indonesia also face pressure to improve their 
environmental and human rights concerns. Air and water pollution, deforesting, dislocation of 
local people, destruction of holy places, the rise of sexually transmitted and other diseases 
among indigenous people, torturing and murdering protesters are problems that are associated 
with the presence of these industries in almost all parts of Indonesia (Kemp, 2001). Some of 
the world’s largest transnational companies operating in Indonesia have been accused of 
these issues; these include Freeport-MacMoran in Papua (Mines and Communities, 2006), 
Newmont in Sumbawa and North Sulawesi (Indonesian Mining Advocacy Network 
(JATAM), 2004), Rio Tinto in Kalimantan (Down to Earth, 2005; Kennedy, 2001), and 
                                                 
29
 Million or Millions of hectares of forest in Sumatra and Kalimantan have been destroyed by fire to grow oil 
palm. The smoke also caused deaths and health problems among the people of Singapore, Malaysia and 
Indonesia. See http://forests.org/archive/indomalay/indofire.htm   
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Caltex in Sumatra (Down To Earth, 2001). All foreign oil and gas operations must be in 
partnership with the state-owned company Pertamina30. However, this partnership has not 
seen a decrease in problems. Recently, on 28 May 2006, the public-owned company PT 
Lapindo Brantas, caused a hydrogen sulfide (H2S) gas leak, which was followed by the 
expelling of hot mud covering areas nearby in Sidoarjo, East Java. This caused enormous 
damage to the environment as well as economic problems (Indonesian Forum for 
Environment (WALHI), 2006).  
 
With difficulties in upholding CSR in Indonesia, the Indonesian Forum for Environment 
(Wahana Lingkungan Hidup – WALHI)31 and the Mining Advocacy Network (Jaringan 
Adovocacy Pertambangan – JATAM)32 are two institutions that have actively promoted CSR. 
However, their efforts face many challenges.  
 
Further, Hasibuan-Sedyono (2007) argued that in general CSR in Indonesia is still in an early 
stage. CSR also tends to be a mere PR tool (The Jakarta Post, 2005). Research conducted in 
2001 found that only 24% of the 50 biggest companies in Indonesia reported on their CSR 
activities (Tanaya, 2003). Only 18.2% of this percentage gave extensive reports. The rest 
produced only one or two-page reports. This is the lowest number compared to six other 
Asian countries such as India, South Korea, Malaysia, the Philippines, Singapore and 
Thailand. Another survey showed that 180 companies spent around US$11.5 million for 279 
                                                 
30
 Since 1960, explorations of oil and ground gases mining are only permitted for the state through a state 
company, Pertamina. The involvement of foreign investors was bonded under contract. PT Pertamina is a 
wholly state-owned enterprise, which has since changed its legal status into a limited liability company. The 
company has seven oil and gas operation areas that are located in Aceh, Sumatra, Kalimantan, Java and Papua. 
This company has also committed to the CSR practices. See www.pertamina.com 
31
 This is the largest forum of non-government and community-based organisations in Indonesia. It is 
represented in 25 provinces and has over 438 member organisations (as of June 2004). It stands for social 
transformation, people sovereignty, and sustainability of life and livelihoods. See www.eng.walhi.or.od 
32
 This is a network of non-governmental organisations (NGOs) and community based organisations (CBOs) 
working on issues concerning human rights, gender, the environment, indigenous people and social justice in 
relation to the mining, oil and gas industries. See www.jatam.org 
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social activities (Tanaya, 2003). This was not a small number, but the study argued that the 
activities were still very conventional, no more than charity, and focused on community 
involvement activities.  
 
In 2006 the data from the Indonesia Business Link33 show that education dominated CSR 
programs in 2006 (Sedyono, 2007). This is followed by disaster relief programs. Disaster 
relief has a high percentage due to the many natural disasters occurring in Indonesia around 
2005–2006. One of them was the tsunami in Aceh at the end of 2005. The environment 
program is third in the rank, followed by public health, philanthropy, economic and enterprise 
development, business ethics and good corporate governance, and finally human rights, 
labour, security programs (Sedyono, 2007). 
 
There were many initiatives from stakeholders to conduct the CSR forum. The Indonesian 
National Chamber of Commerce, the Indonesian Textile Manufacturers Association, and the 
Ministry of Trade and Industry, with the cooperation of some German organisations like the 
Deutsche Gesellschaft für Technische Zusammenarbeit (GTZ)34 initiated a “National Round 
Table on CSR” in 2004 (Hasibuan-Sedyono, 2007b). This forum aimed to identify the 
problems faced by the Indonesian textile industry due to importers’ demands and to find a 
solution. In 2003 UNDP assigned the Indonesian Employers Association to develop the 
Global Compact Network in Indonesia (Hasibuan-Sedyono, 2007b). This effort, however, 
was not successful. Only two Indonesian organisations signed the original Global Compact in 
                                                 
33
 The Indonesia Business Link is a not-for-profit foundation that was established in the wake of the Indonesian 
economic crisis. This organisation aims to contribute towards the creation of sound and ethical business 
practices in Indonesia.  
34
 GTZ is a federally owned organisation that works in the field of international cooperation for sustainable 
development. 
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the UN: the Jakarta Stock Exchange and Martha Tilaar35. In 2006 the Indonesian Marketing 
Association took the initiative and was successful. There were 23 signatories, and are 
currently 80. This consists of not only corporations but also NGOs and universities 
(Hasibuan-Sedyono, 2007b). Indonesia also decided to engage in all ISO/SR standardisation 
activities since its participation in the Bangkok meeting September 2005 (Hasibuan-Sedyono, 
2007b). It was noticed that by the end of 2005 the National Standardization Body established 
the National Mirror Committee on Working Group on Social Responsibility with 18 experts 
representing the government, corporations, labour, consumers and NGOs (Hasibuan-
Sedyono, 2007b). 
 
Further, the most notable change in CSR initiatives in Indonesia is the enactment of Law No. 
40/2007 on limited liability companies, which has shifted a discourse from a voluntary CSR 
initiative to legislating CSR (Hasibuan-Sedyono, 2007a; Wahyudiyati, 2010). Indonesia has 
become the first country in the world to enact CSR law (Hasibuan-Sedyono, 2007a). The law 
was passed on 20 July 2007 and became operative on 16 August 2007. Article 74 of this law 
requires corporations to implement social and environmental responsibilities. If they fail to 
do so, they will be liable to sanctions.  
 
This law has been considered a controversial movement. There were strong protests from the 
business community against this law. The government then revised the law, which noted that 
only companies in natural resource-based sectors were obliged to follow it. The revised law 
also requires companies to disclose their environmental and social responsibility programs in 
their annual reports. This mandate has received positive responses from business 
                                                 
35
 This is a traditional cosmetic company owned by a prominent Indonesian woman entrepreneur. 
CHAPTER 5. THE CONTEXTUAL BACKGROUND: THE INDONESIAN 
MINING INDUSTRY 
139 
 
communities, given that the disclosure is considered as a “best practice”, required and 
practised by the Capital Market Supervisory Agency36 since 2006.  
 
5.3.  Public Relations Practices 
Suharto’s resignation in May 1998 gave new hope for the growth of the PR profession 
(Hiendarto, 2006). The reformation era resulted in opportunities and challenges for PR 
practice. Since freedom of speech and expression became legal in 1999, there has been an 
opportunity for dialogue between the public and companies. People have become more 
concerned about the democratic system, protection of the law and human rights. There are 
more public movements demanding transparency, accountability, reliability, responsibility 
and fairness. The democratic atmosphere has also required corporations to be more socially 
responsible.  
 
During Suharto era, CSR was defined by the regime and not by the communities where the 
companies operate. Within a democratic system in the post Suharto era, however, the 
companies need to negotiate with the communities to define their CSR standards. The 
participants of this study noted that if the communities’ voices were not heard this would 
cause conflicts. The companies need to accommodate the communities in order to gain public 
acceptance and a license to operate through their PR practices. 
 
CSR has become an issue that PR practitioners are concerned about. There are more national 
PR forums to discuss PR’s contribution to CSR practices. More PR consultants are starting to 
offer services to assist companies in conducting their CSR. Organisations, including mining 
                                                 
36
 This is the organisation agency that provides guidance, regulation and day-to-day supervision of the capital 
market in order to implement orderly, fair and efficient capital market activities and protect the interests of 
investor and public. 
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companies, have also started to establish independent units that are responsible for PR and 
CSR.   
 
Research on the status of PR practice in the post-Suharto era, however, demonstrates the need 
to improve the status of the PR profession (Ananto, 2004b). Ananto’s study37 (2004b) 
showed that 68% of respondents stated that PR has not been developed as a valuable 
profession, 59% of respondents noted PR in Indonesia has developed with no direct vision, 
70% of respondents claimed that the PR professional has limited access to top management. 
 
Ananto’s study (2004b) also revealed that 72% of respondents claimed the PR associations 
have not been developed as they should be. The Coordinating Body of Government Public 
Relations that should be responsible for coordinating, integrating and synchronising the 
practices of government PR (Ananto, 2004a) does not adequately perform its function. The 
Public Relations Association of Indonesia carries out several discussions, seminars, and 
awards annually. However, it is criticised for not making a significant contribution to develop 
a standard of professionalism as well as enforce PR ethics (Ananto, 2004a). The other PR 
body, APPRI, is also considered one without activities. This research suggests that there is 
still the need to improve the PR profession in Indonesia. 
 
6.  Summary 
The Indonesian mining industry was first controlled by state-owned companies. Further, as 
the government opened the mining industry to foreign investment in 1967, multinational 
companies have become another player within this industry. The economic deregulations in 
                                                 
37
 The number of respondent is 292 respondents, consisting of PR practitioners (85%), academia (4%), PR 
consultants (6%), entrepreneurs (3%) and PR observers (2%). 
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1983, which led to the privatisation, and the contract of work, which requires foreign 
investors to divest their shares to either the Indonesian Government or the public after 10 
years of operation, led to the establishment of an Indonesian private company as another 
player. This study, therefore, includes three companies with these different ownerships: a 
state-owned company, a multinational company, and an Indonesian private company. 
 
Further, there are different treatments given to Indonesian companies and foreign investors. 
Mining law no. 11 of 1967 regulates domestic companies, which include state-owned 
companies and Indonesia companies. Meanwhile, foreign investors’ involvement in the 
mining business is regulated by the contract of work system. In addition, state-owned 
companies are controlled by and must follow any regulations assigned by the Ministry of 
State Owned Enterprise. 
 
The review also shows that in the Suharto era, the company’s responsibility towards their 
environment was articulated into community development programs. The community 
development program was first initiated by a state-owned company. Later, as many 
multinational companies were granted mining concessions, they also conducted community 
development programs. CSR standards during Suharto era, however, were defined by the 
government and each company. The CSR standards were not negotiated with the 
communities.  
 
The concept of CSR was first known in early 2000 and believed to be brought in by 
multinational companies.  The democratic system in the post Suharto era urged the 
companies to accommodate the communities’ voices. CSR standards have also changed. The 
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standards were constructed through public discourse to avoid legitimacy gap between 
companies’ actions and publics’ expectations.  
 
In the Suharto era, PR still has not become part of the management functions nor is it 
involved in CSR matters. PR practices are still dominated by media relations activities. In 
spite of this, the number of PR practitioners as well as PR agencies has been increasing. In 
other words, the profession has started to become better accepted by the business community.  
 
Further, history shows that the economic, social and political dynamics around the mining 
industry as well as cultural values owned by the community have been related to the conflict 
between mining companies and the community. Further, the issuance of law no. 40 of 2007, 
which obliges natural resources-based companies to conduct environmental and social 
responsibility programs, provides a significant context to explore the enacted CSR and PR 
processes. 
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1.  Introduction 
This chapter aims to present the results of interviews conducted with the Indonesian private 
company. Seventeen participants including the CEO were involved in this study. The 
participants, except the CEO, are named as Participant A1 through to Participant M1, and 
Field Officer A1 to Field Officer C1. The number, which is 1, behind the pseudonym 
represents the Indonesian private company.   
 
First, this chapter presents the organisational design of the company to show the units where 
the participants are located. Profiles of the participants, which include their position, 
professional background, and the educational background, are given. The results of the 
interviews, which include the participants’ views about CSR and PR, are described. The 
relationships between these two functions drawn by the participants are presented. During the 
interviews, participants noted external and internal factors that they believed have become the 
company’s concern in conducting CSR and PR functions. These include (1) political changes 
from dictatorship to the democratic system after Suharto’s resignation, (2) the community’s 
collective culture, (3) the community’s language, (4) the community’s religion, and (5) the 
employment demand. 
 
2.  Organisational Design and Unit Profile 
During the Suharto era, PR in this company mainly focused on relationships with the central 
government and was managed by PR officers at its Jakarta office. The PR function in the 
mine site was managed by the External and Community Relations Department, which was 
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also responsible for community development programs. This department was under the 
Organisation Division, which had two functions: human resources functions and external 
functions. 
 
In the post-Suharto era, the company started to differentiate its organisation departments. 
Participant G1 noted that the PR Unit was first established in 2002 under the External and 
Community Relations Department. In 2003 the company changed the name of this 
department to the External Affairs and Sustainable Development (ESD) Division, which was 
independently responsible for handling the PR and CSR functions of the company. 
Participant A1 pointed out that in 2003 the CEO of the company realised the need to separate 
the Organisational Division into two divisions: Human Resources Division for handling the 
internal issues, and the ESD Division for handling external issues.  
 
The ESD Division consists of five departments: Community Empowerment, Land 
Management, External Relations, Project Management and Evaluation, and Government 
Relations, and is chaired by a general manager who is always involved at board meetings 
together with other senior executives. The participants claimed that this ESD division was the 
biggest division in the company. There are approximately 99 members of staff within this 
division. The 17 participants of this study are located in this division. 
 
The position of this division among other divisions is shown in Figure 9. 
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Figure 9. Organisational Chart of the Indonesian Private Company 
Adapted from the company’s document 
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As shown in the organisational chart, there are two functions within the company: a 
supporting function and an operational function. The supporting function has direct access to 
the CEO. The CEO explained that the supporting function provides supporting services to 
other divisions. The Human Resources Division and the External Affairs and Sustainable 
Development (ESD) Division are categorised as supporting function divisions. Meanwhile, 
the operational function has a mining operational function, which is under the Chief 
Operating Officer (COO), and financial function, which is under the Chief Financial Officer 
(CFO). The COO and CFO must report to the CEO. The mining operational function directly 
relates to mining operations, such as Mining Operation Division, Health, Safety and 
Environmental Division, Contract Mining Division, Mining Support Division, and Processing 
and Infrastructure Division.  The financial function manages financial, business analysis and 
supply chain issues. The organisational structure also shows that the ESD Division has direct 
coordination with the COO and CFO. 
 
As the supporting function, the ESD Division provides information relating to each division. 
Participant E1 explained that when there is a complaint from community members that the 
mining operation has polluted their water supply, for instance, the General Manager of the 
ESD Division would inform the General Manager of the Health, Safety, and Environmental 
(HSE) Division about this issue. He added, “Together with the staff from HSE Division, we 
investigate the issue and find the solution before this leads to a bigger conflict between the 
company and the community. We have developed a complaint system that provides us with a 
procedure in handling any complaint from the community.”  
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Besides being responsible for handling CSR programs, the ESD Division is responsible for 
PR functions, as remarked by Participant A1, “It is impossible to assign PR functions to all 
employees. Accordingly, these functions must be institutionalised into this division … This 
division (ESD) undertakes PR functions”.  He went on to explain: 
“When we, either as a supervisor, a superintendent, a manager, or a general manager, 
interact with the public, we perform PR. When one of our staff represents this 
company in a public forum, he or she becomes our PR officer. It is about how we can 
bridge relationship with the public.” 
 
The CEO also agreed that PR functions were carried out by this division. As he implied, “we 
realise that our friends in the ESD division are the PR of this company … They respond to 
the external public … give suggestions or input to management”. Regardless of the name of 
the division – whether it is the PR division or not – Participant A1 claimed that the important 
thing was that the organisation carried out PR functions. This division mainly focuses on 
relationships with communities. As pointed out by Participant E1, “We handle social and 
political relationships with communities. Meanwhile, relationships with shareholders are 
handled by the Jakarta Office”.  
 
The organisational chart of the ESD Division is shown in Figure 10. 
148 CHAPTER 6. THE INDONESIAN PRIVATE COMPANY  
 
 
 
Figure 10. The External Affairs and Sustainable Development Division 
Adapted from the company’s document 
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The Government Relations Department focuses on relationships with the government at the 
province and central government level in Jakarta. Meanwhile, relationships with the local 
government, which includes government from the district, the sub-district or kecamatan, and 
the village, are managed by the External Relations Department. This department is also 
responsible for managing relationships with media. Community Empowerment is the 
department that is mainly responsible for the implementation of CSR functions of the 
company. This department, which field officers belong to, is the largest department within the 
ESD Division. Field officers have a function to assist the community in conducting the CSR 
program as well as become a relationship facilitator between the company and the 
community. The Land Management Department’s responsibility mostly relates to land 
acquisition as well as land dispute and land legal issues. As mentioned in the contextual 
background of the mining industry in Indonesia, land has become a crucial issue that often 
leads to conflict with the community. Therefore, as remarked by Participant A1, the presence 
of this department was crucial. Finally, the Project Management and Evaluation Department 
is responsible for monitoring and evaluating all CSR programs of the company. This 
department often facilitates meetings with government as well as with the Multi-Stakeholders 
Forum CSR to avoid overlapping programs. Participant B1 explained that the Multi-
Stakeholders Forum CSR is a forum that aims to integrate the CSR commitment among 
stakeholders in the area. This forum consists of 30 companies, several key persons from 
NGOs and the community, as well as government people at the district level. 
 
During the interviews, most participants from this division agreed that as well as conducting 
CSR programs, they performed PR: 
“I play that role [PR role], if the government or other publics have a question about 
the company, they will contact me. (Participant J1 who handles conflict management) 
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“In my opinion, we are also PR in the community … if the company has a problem 
with the community, or company has a program, for instance a CSR program, 
sometimes we become a PR [adviser]. (Field Officer B1) 
 
“I undertake PR functions, since I communicate with communities and maintain good 
relationships between this company and communities.” (Field Officer A1)  
 
In spite of the fact that participants agreed that they performed PR functions, they pointed out 
that when it came to formal PR, there was a section within the division that was 
administratively responsible for PR functions. This section is the Public Communication 
Section. When the researcher asked what they meant by “formal PR”, they responded as 
follows:  
 “Administratively, there is a Public Communication Section. This is a formal strategy 
from the company if we want to do a communication.” (Participant D1) 
 
“In a practical context, we also perform PR. However, in a formal context, Public 
Communication [section] should play this role.” (Participant E1) 
 
“Indirectly I also perform PR, since I also explain this and that to the public. 
However, the critical tasks of this function must be carried out by Public 
Communication.” (Participant C1) 
 
This was supported by a participant from the Public Communication Section:  
 
“Informally, in the ESD Division, every staff [member] can perform PR for the 
company. Why? When he speaks to the community, communicates intensively, 
automatically he is doing PR. However, he performs as an informal PR officer, since 
the demands are different. In our position as PR [officers], when we carry out 
activities to build relationships with stakeholders, there must be something that can be 
documented, either in the form of a written document, or something that can be 
distributed. But for instance, if a staff [member] of Community Empowerment 
performs PR, he just needs to maintain good relationships with the community; he is 
not required to communicate what he has done to other parties.” (Participant F1) 
 
Formerly, the Public Communication Section was called the Public Relations Section. 
However, as asserted by Participant A1, to avoid misperception that only the PR Unit 
performs a PR function, this section’s name was changed to the Public Communication 
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Section. This unit is responsible for managing publications and liaising with the media. Any 
formal statements from the company to the media must be released by the External Relations 
Department, where the Public Communication is. The External Relations Manager is the 
spokesperson, who represents the company when speaking with the external public, 
especially journalists.  
 
Most participants for this study are from the External Relations and the Community 
Empowerment Departments. The structures of each department are shown in Figures 11 and 
12.
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Figure 11. The External Relations Department 
Adapted from the company’s document 
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Figure 12. The Community Empowerment Department 
Adapted from the company’s document 
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3.  Participants’ Profiles 
3.1.  Position in the Organisational Chart 
Participants from this company include one CEO and 16 people from the ESD Division, 
which is responsible for PR and CSR functions. Ten of the participants are at the 
management level, from manager, to superintendent, to supervisor. The six others are at the 
operational level as officers or field officers.  
 
3.2.  Professional Background 
“Professional background” refers to the years the participants have been working in the 
company as well as at other companies. Most of participants, however, only mentioned their 
working experience in the company studied. The CEO started to work with this company 
about one year before the study was conducted. He stated that before he began work in this 
company, he had been working at its sister company. Before joining this group of the 
company, he had worked at other mining companies for nine years.  
 
The other 16 participants’ working experiences at the company ranged from 1.5 years to 12 
years. Most worked at the units which were responsible for managing relationships with 
stakeholders and or managing programs for the community. For those who mentioned their 
working experiences at other companies, their previous work also related to their current 
work at the company. Participant J1 stated that before joining the company, he worked for the 
district government. He claimed to have good relationships with the staff there. When he 
joined the company, he was responsible for handling land acquisition for three years. And 
finally he was offered the position of managing conflict with the community. He commented 
that his networks with the district government people as well as his experiences in handling 
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conflict during the land acquisition process had been the reason why the company assigned 
him to his current position.  
 
3.3.  Educational Background 
The level of education of the participants varies from high school certificate to bachelor 
degree and doctorate degree. The field of education seems to relate to the work they handle. 
Those at top-level management have a degree in mining and community planning. Those who 
handle CSR programs hold a degree in agriculture, forestry and agribusiness, as well as 
sociology and anthropology. The participants with sociology and anthropology backgrounds 
said that their educational backgrounds help them to be aware of any cultural differences 
among communities.  
 
4.  Participants’ Perceptions of Corporate Social Responsibility 
Most participants defined CSR as an accepted commitment made by the company towards its 
community. In spite of this, they agreed that they conduct CSR as part of their compliance. 
Another perception is about how the company conducts the programs, which is by building 
relationships with communities. They also perceived CSR as developing community welfare 
programs. Finally, participants understood CSR based on the company’s aims. These include 
the reduction of conflict between the company and communities, getting social licence to 
operate from the community, building a good corporate image, and the ability to attract more 
investors for the company. 
 
The patterns of the responses show that responses from the participants at the managerial 
levels – top management to middle management – tend to refer to their policy or normative 
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values. Some words that they used during interviews were compliance, ISO, vision, mission, 
and policy. Meanwhile, responses from those at the operational level – supervisors and field 
officers – tended to answer questions based on their operational experiences, such as their 
experiences in assisting the community by conducting agriculture programs.  
 
These perceptions will now be examined in more detail. The sequences of the themes 
discussed are not based on the most important or the most frequently mentioned by the 
participants, since this study does not aim to identify which perception is dominant and which 
one is not. As an interpretive study, the themes about respondents’ perceptions are treated 
equally, as each has meaning for this study. 
 
4.1.  The Company’s Commitment 
CSR was perceived as the company’s commitment to be socially responsible as well as to 
give benefit to the environments where the company operates. This perception was mostly 
expressed by those who were part of the company’s management, from low-level 
management to top management. Based on the researcher’s observation during interviews, 
these participants were familiar with the term “corporate social responsibility”. They did not 
reconfirm what the researcher meant by this term. They responded to the question directly 
and used a common abbreviation, “CSR”, in answering the question.  
 
The CEO of this company pointed out: “This [CSR] is a moral obligation of the company … 
This is not like a phenomenon of illegal miners which hit and run in doing their business. We 
grow up from a company which has a good vision on social matters.” This was supported by 
Participant D1, who asserted that, “CSR is about the company’s commitment and how the 
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company’s competences give benefit to the environment … It is the spirit of the company.” 
Participant K1 added, “CSR is a company’s concern to all: environment, employee and 
external stakeholders … The community development programs are its masterpiece.”  
 
In addition, Participant A1 and Participant E1 gave the researcher their CSR policy, which 
frames their CSR activities when they responded to this question. They explained that the 
company’s commitment was articulated in their CSR policies that include performing good 
industrial relations with employees; health, safety and environmental programs as well as 
sustainable development programs. 
 
4.2.  The Company’s Compliance 
Some members of management also mentioned CSR as part of their compliance. As 
remarked by Participant E1, “We must obey the environmental impact assessment which 
requires us to be socially responsible to the community around the mining area.” In addition, 
Participant C1 A stated that the company also complies with the ISO1400138 in conducting 
CSR since 2004. As asserted by Participant E1, from 2004 onward, this company has 
committed to accommodate frameworks outlined by the Global Reporting Initiatives (GRI) in 
its sustainable development report. 
 
Participant B1 added that CSR has become a company’s obligation since July 2007, when the 
government regulated every natural resource-based company, including mining companies, to 
                                                 
38
 ISO 14001 is an environmental management standard that aims to assist organisations to protect the 
environment, prevent pollution, and improve their environmental performance. 
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carry out CSR programs39. In line with this, the CEO commented, “CSR is something 
demanding … It is an obligation of a company now.” In spite of this, Participant D1 argued 
that there had been no impact of this law on the company’s CSR activities. He claimed the 
company had already been performing CSR since the company began its exploration by 
initiating programs to develop the community around their mining area. 
 
4.3.  Community Development Programs 
This study found that CSR was also perceived as the same as community development 
programs. During the interviews, the participants pointed out that CSR was mainly about 
programs for the community. They defined community as people who lived around the 
mining area. During the interviews, the researcher noted that most of the participants, 
especially those who worked at the operational level, used the term “community 
development” interchangeably with “corporate social responsibility” in responding to the 
questions. Participants admitted that their CSR programs were basically the same as what was 
previously known as “community development programs”. Accordingly, they still often used 
the term “community development”. 
 
When the researcher asked what they meant by “community development” programs, their 
responses were basically rephrasing the question: “programs to develop the community”. 
Further explanations, however, showed that community development programs were initially 
conducted to support the government’s development program to reduce poverty. Participant 
C1 commented that the government was responsible for developing its community. 
                                                 
39
 In 2007 the government enacted Law no. 40 of 2007, concerning the Liability Limited Company. Article no. 
74 mentions that, “the Company having its business activities in the field of and/or related to natural resources, 
shall be obliged to perform its Social and Environmental Responsibility”. This article also states that the 
Company that fails to perform this obligation will be imposed with sanctions in accordance with the provision 
of regulations. 
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Participant C1 added that due to the bureaucracy of the cash flow mechanism and the lack of 
human resources in the government, they were not too responsive to the community’s needs. 
Accordingly, the company supports them through community development programs. 
 
4.4.  Sustainable Development Programs 
The participants at the management level claimed that the company did not rely on the 
charity approach anymore in conducting CSR programs. Instead, they mentioned their 
sustainable development program. The researcher observed that only participants from the 
management level were familiar with the term “sustainable development”. The participants 
did not give an exact definition of what they meant by sustainable development. They pointed 
out that their program basically aimed to empower and prepare the community prior to 
mining closure. As emphasised by the CEO, 
 “CSR is a program which mainly aims to empower basic skills of the community 
around the mining area. Thus, one day when the company has finished its operation, 
they can live by employing their skills and not depend on the mining operation 
anymore.” 
 
Participant B1 also mentioned that,  
“It is about the company’s social responsibilities. We know that one day we will leave 
this area, but there are communities who have high dependency on this company, such 
as those who work for the company. They may not realise it. It is our responsibility to 
help them to be more independent.“ 
 
As claimed by Participant K1, “The Company always plans what is needed by the community 
in advance, even before the community realises what they need”. Participant J1 stated, “CSR 
programs aim to prepare the community prior to mining closure ... so that they can earn 
income for living from other sources than mining, such as agriculture or other small business 
enterprises.”  
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Participant H1 added that their CSR aimed to support local sustainable development 
programs.  He said, “It [CSR] is about programs that emphasise more on the community’s 
needs prior to the mining closure and to support the sustainable development of this district.” 
Further, he explained, “The empowerment process means that the community not only 
receives the benefit of the projects, but they also must be able to manage them. The project 
becomes a starting point for them to learn.” Participant A1 explained that sustainable the 
development commitment of the company was articulated into several programs that included 
agribusiness development, health and sanitation, training and education, infrastructure, small 
and medium enterprise development, nature and culture conservation, and community and 
local government40 capacity empowerment. 
 
4.5.  Relationship-Building Process 
The findings show that CSR is perceived as being more than a development or empowerment 
project: it is a relationship-building process between the company and communities. 
Participants perceived CSR as a voluntary gesture aimed at promoting harmonious 
relationships with communities. As Participant H1 stated, “CSR is a company’s etiquette to 
live harmoniously with its society.” Field Officer A1 asserted, “This company has committed 
to create a good neighbourhood and improve the community’s wealth.” Participant B1 
observed, “CSR is not only about a development project. We build relationships with 
communities. We have to be nice to them. We, personally, get in touch with them.” She 
added, “What the company has carried out aims to maintain relationships.”  
 
                                                 
40
 This is a kind of human resource development program for staff of local government from the village to the 
district level. The district where the company operates is a new district as a result of the area extension in the 
post-Suharto era.    
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Field Officer B1 also pointed out,  
“[CSR is about] how we live and build a good neighbourhood with communities 
around mining area … How we build and maintain good social relationships with 
them. Each of us has our own interests. The company must assure that the business is 
running well. In spite of this, the company needs to avoid communities from feeling 
abandoned after mining has being exploited.“  
 
4.6.  Medium to Reduce Conflict between  the Company and the Communities 
All participants from this company clearly mentioned that in the post-Suharto era the number 
of social conflicts between the company and communities had increased. They asserted that 
the companies could not rely on military security assurance that the government provided 
during the Suharto era. Accordingly, the participants affirmed that the companies used CSR 
as a medium for building good community relationships.  
 
Participant D1 pointed out that because of pressures from the community the company 
realised the need to show the community that they cared about them. Further, he commented, 
“Despite the fact that CSR has been regulated by the government, this has also become a 
willingness of the company to perform it. This is in order to secure the company, to make 
sure that they can work without any disturbances.” This is in line with what Field Officer C1 
considered, “Community development programs aim to decrease the gap between the 
company and communities.” Participant H1 added, “If we can build a good neighbourhood, 
we hope that we will not get any trouble from communities.” Participant J1 believed that if 
CSR programs were managed well, social conflicts would decrease.  
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4.7.  Investment to Gain Social Licence to Operate from the Community 
In line with the previous perception that CSR aims to reduce conflict between the company 
and the community, Participant L1 and Participant M1 affirmed that CSR programs were 
conducted to get social licence to operate. They explained that this term “social licence to 
operate” did not refer to a written permission letter, but was a necessary gesture of mutual 
goodwill from the community that allows the company to operate in their area.  
 
Participant L1 admitted that in the post-Suharto era a legal licence to operate from the 
government was not enough to secure the business: the approval from local community has 
become a crucial factor. He explained, “CSR is a social investment to get a licence from the 
community. Even though we have a legal licence from the government if we cannot get 
permission from the community, we will not be able to operate.” Taking it to the extreme, he 
said, “There will be a war!” if the company operates without this social licence. Participant 
M1 added that this social licence was needed to enable the company to run its operation 
smoothly since there was an approval from the central government, the local government, and 
the communities. 
 
4.8.  Tool to Build a Good Corporate Image in Order to Attract Investors 
The importance of attracting investors through CSR was emphasised. The CEO affirmed, “It 
[CSR] is also an instrument to promote the company’s shares … A business entity is never 
free from this interest.” Participant D1 explained, “Before signing the contract, potential 
investors always visit the mining site, not to examine product quality or technical aspects, but 
to get to know the company’s concern for the environment, including community welfare.”  
 
CHAPTER 6. THE INDONESIAN PRIVATE COMPANY 163 
 
5.  Participants’ Perceptions of Public Relations 
This section presents participants’ perceptions of PR. The first question put to the participants 
was of a general nature: they were asked what PR meant to them. The researcher did not 
mention whether the question referred to PR as a company’s department or as a function 
performed by the company. Responses varied; some saw PR as a function within a company 
and others understood PR as a person or a department who was responsible for certain 
activities.  
 
Those at the management level clearly differentiated their explanation between PR as a 
function and PR as a unit within the company. They perceived PR as the communication and 
relationships functions between the company and public. They also admitted that PR was 
often equated to an image-building process. Those who saw PR as a unit within the company 
responded to the question by stating that PR was a unit that was mainly responsible for 
providing formal statements to the public about the company. Participants added that this unit 
was responsible for handling media publication and media relations. A detailed analysis of 
the above perceptions will now be presented.  
 
5.1.  Communication Function 
There was a general consensus among participants that PR was a communication function. 
This was understood as an avenue to deliver messages from the company to stakeholders as 
well as to explore stakeholders’ opinions. The words: “communicate”, “inform”, 
“disseminate”, “socialise”, “bridge” and “funnel” were predominantly used by participants to 
represent the communication function of PR for the company. As commented by Participant 
L1, “It [PR] is about how to make the public know about our programs … so they get clear 
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and balanced information about our programs, that probably previously they just got 
incomplete information [on]”. He added: 
“It is important to inform this company’s programs, what we have in this company. 
Thus, there will not be misunderstanding in the community. Sometimes the 
community does not understand what we are doing. This makes them worry [about] or 
[be] afraid of the company’s impact on them. For instance, they may worry that the 
company’s operations pollute the water and cause skin allergy or poison fishes. This 
may lead to conflicts with the company.” 
 
Further, the CEO remarked that PR was a communication function to disseminate accurate 
information about the company to the public and to avoid inaccurate and unfavourable 
information about the company. Participant G1 from this company added “PR is a 
communication tunnel from the company to the public”, indicating that they understood this 
to be a one-way process.   
 
Perceptions from those who perceived PR as a unit within the company mentioned this 
communication function. As commented by Participant F1, “The main duty of PR is to 
communicate to the public that this company has been doing something.” Field Officer B1 
also saw PR “as a liaison who explains or communicates the company’s activities to the 
community.”  
 
5.2.  Media Publication Activity 
When considering PR as a communication function, participants were aware of the 
importance of publications to disseminate information to the public. Participant M1 asserted 
that PR was about how to publish all the company’s activities through magazines and 
bulletins. Participant F1 pointed out the difficulty of continually announcing the company’s 
activities in formal or informal meetings.  In relations to this, she stated,  
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“We must be able to manage media and publication. We have to be able to design our 
own magazine, bulletin, press release, and articles for media. Thus, our PR functions 
are about these matters.” 
 
In spite of this, the publications do not tell the whole story. They only publish good news 
about the company. As pointed out by Participant F1: 
“…we cannot expose the employees’ demonstration, since the orientation of company 
publications is to get good PR on its CSR. These publications are owned by the 
company. We cannot expose controversial issues. We should write what this company 
has done through its CSR. So it is really a campaign … there is a propaganda.” 
 
Participant F1 noted that she considered the company as a well-established company that 
already outlined working systems within the company. Accordingly, she commented that it 
was hard for employees to change what the company had established, including a one-way 
communication system. 
 
5.3.  Media Relations 
PR as a communication function leads to another perception: PR as media relations. As 
commented by Participant B1:  
“Recently, PR aims to manage communication between the company and the general 
public ... mass media become media to reach the public. Thus, PR is mostly about 
media relations for our industry. We do not have to promote our product. There are 
already demands on our product in the market. The most important thing for us is 
reputation.” 
 
The perception that “PR is about media relations” was also stated by those who related PR to 
the activities undertaken by the company’s PR Unit. As stated by Participant D1, “This [PR 
Unit] mainly focuses on media.” Participant M1 said that she contacted the PR Unit when she 
needed to publish her department’s activities to the mass media. Participant B1 also 
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maintained that this PR Unit must maintain a good relationship with the mass media, since 
this is a way to build a good corporate image. 
 
Regarding relationships with the media, Participant B1 mentioned the spokeperson function 
of PR. She pointed out that the manager of the External Relations Department was the 
spokesperson of the company. She added that everything (information) that comes out from 
this company must be from the manager of this department.  
 
5.4.  Image-Building Process 
PR was also perceived as a means of attaining a good and positive corporate image. As 
pointed out by Participant E1, PR aims “… to get a good and positive image from society”. 
Participant D1 also stated that, “the ending is corporate image.” He also explained that a good 
corporate image referred to “the company’s environmental and social concerns, as well as the 
company’s profit. All are in one unity.”   
 
In line with this, the CEO remarked, “I think another function [of PR], which is also 
important, is [to maintain] the company’s share price in the market. Minimising negative 
publication is also important.” Participant D1 pointed out:  
“Image building is important for shareholders. Before signing the contract, buyers 
always visit the mining site, not to examine product quality or technical aspects, but to 
get to know the company’s concern for the environment, including community 
welfare.”  
 
5.5.  Relationships Function 
Most participants perceived PR as a relationship function. According to their understanding, 
PR was about how they work together with community, interact directly with community, 
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and build relationships with community. Participant B1 and Field Officer C pointed out that 
PR was a function that maintained relationships with the external public. Participant K1 
clearly remarked that it specially aimed to build a relationship with people around the 
company. Field Officer A1 explained, “PR is about how they work together with society, 
interact directly with society, build [a] relationship with society.”  
 
In line with this, Participant A1 pointed out that PR was like an interface, which aimed to 
manage relationships between company and stakeholders. This effectively builds 
relationships with people around the company. Participant B1 added, “PR makes this 
company run well, safely, without any disturbances … It is like a ‘lubricant’ for the 
company.” 
 
6.  Relationships between Corporate Social Responsibility and Public Relations 
After being asked about their perception of CSR and PR, participants were asked what they 
knew about relationships between CSR and PR. Most respondents did not give direct answers 
to this question. In spite of this, they responded to this question by saying that there was an 
interconnection between PR and CSR. First, they noted the importance of harmonious 
relationships with communities in achieving CSR. Second, they affirmed the function of PR 
to communicate CSR programs to the public. Finally, they mentioned how PR and CSR 
programs aimed to build a good corporate image. These responses will now be explained. 
 
6.1.  Corporate Social Responsibility and the Relationships Function of Public Relations 
Participants noted that to achieve CSR goals there was a need to build harmonious 
relationships with communities through good PR. PR and CSR were perceived as two 
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unseparated functions. As Participant A1 commented, “When we do CSR, at the same time 
we carry out PR functions. We practise PR when we conduct a community development 
program.” Furthermore, he explained: “CSR is an instrument to make an interaction. If the 
community is there, while the company is here, CSR programs become tools to build 
relationships … If we can perform CSR well, this means we also perform a good PR 
practice.” 
 
Participants stated that in the post-Suharto era the company established an independent unit 
in their mine site that focused on managing relationships with the communities. They 
explained that this unit performed a PR function that aimed to support the company’s 
community development programs.41  
 
The majority of participants admitted that the companies needed to build relationships with 
communities to reduce the gap between the company and the community as a result of the 
centralised system in the Suharto era. To do so, Participant D1 explained that the company 
assigned field officers who lived in the community. Each field officer represents one or two 
areas around the mine. Field officers are mainly responsible for assisting the community in 
performing community development programs. They also become liaison officers who bridge 
relationships and facilitate communication between the company and the community, since 
they are familiar with the situation in the community.  
 
Field officers have become front liners who assist the company in solving problems with the 
community. They are usually involved in this matter since they have built strong relationships 
                                                 
41
 As mentioned before, participants used the term “community development” and “corporate social 
responsibility” interchangeably. 
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with communities. It is easier for them to get information from communities when there is a 
conflict. To quote Participant J1:  
“In the conflict management process, field officers take an important role to give 
input, since they know better about the situation in the field. Even, firstly I will ask 
them to analyse our social mapping to identify who are the key actors. They know 
better than us.” 
 
Field officers admitted that they realised their role in problem-solving process. As shown 
from their statements below:   
“Sometimes there is a conflict among them. For instance, two groups of [the] 
community claim to own a certain area. We have a good relationship with formal 
leaders of the area as well as leaders of those two groups. So we approach them and 
we facilitate dialogue to solve the problem.” 
 
 “It is quite often we receive complaints from the community, for instance a complaint 
from the farmers. In certain seasons, their farm has been flooded. They complain that 
this must be caused by the mining activities, which results in lots of trees being cut. 
We try to handle this complaint and explain to them what we have done.” 
 
To facilitate the problem-solving process, Participant E1 stated that since 2003 their company 
had developed a community feedback system. He explained that this system aimed to: (1) 
follow up complaints from the public in the right way and proportionally to minimise the 
disturbance to the mining operation, (2) ensure that all staff perform their roles and their tasks 
well in handling the complaint and (3) maintain harmonious relationship with the public. This 
system is managed by a unit that is responsible for community support programs. 
Nonetheless, the public can give their feedback to any company staff member, who will pass 
on the information to this department. As Participant E1commented:  
“The community can complain to their field officer, who will write the complaint in 
the log book. We have a log book in every area. The administrator will analyse which 
ones are critical and those that are not. They will contact us by email or phone. We 
will input them into our documents. We then distribute the document to the most 
related department to handle the issues. We control the process. We monitor their 
actions day by day, hour by hour, even minute by minute until the problem is solved.” 
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Most field officers from this company are local people. Participant D1 observed that some of 
them were previously members of opposition groups of the company, who were eventually 
persuaded to cooperate and work together to develop the area. The company assigns field 
officers to understand the community. Accordingly, the company employs local people who 
understand their language and culture.   
 
Participants emphasised the importance of the company understanding the community’s 
cultural values. They pointed out that communities came from different ethnic groups; some 
of them were migrants from other islands and some of them were local people. They argued 
that understanding their cultures and their languages enabled the company to better build 
relationships. As asserted by some participants:  
“I am a Bugis42, they are also Bugis. We mostly communicate in the Bugis language. 
We can communicate easily and closely. They treat me as their family. This will be 
different if I am from a different ethnic group. The relationship maybe is not as close 
as if I am a Bugis. In addition, my knowledge about their culture, for instance about 
how to communicate with them, also helps me to approach them.” (Field Officer A1) 
 
“I can speak several languages to communicate with several ethnic groups, i.e. Java,43 
Bugis, Kutai,44 and Banjar.45 These languages enable me to approach them closer. 
When Bugis people complain, I will slowly approach them using the Bugis language. 
If the complaint comes from the Kutai people, I will use the Kutai language. 
Similarly, I will do this to the people from Java and Banjar. By using this cultural 
language approach, we will explore what their problems are. Then we analyse the 
problems and take actions.” (Participant J1) 
 
This does not mean that only staff with the same cultural background can approach the 
community. Every staff member can communicate with communities with different cultural 
backgrounds, as long as they culturally aware.   
                                                 
42
 Bugis is the name of an ethnic group from Sulawesi. 
43
 Javanese is an ethnic language from Java. 
44
 Kutai is basically a local ethnic group where the company is situated (East Kalimantan). 
45
 Banjar is the name of an ethnic group who mainly lives in South Kalimantan. 
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Participants mentioned that the community’s religious celebration was another medium for 
them to build relationships as well as to do charity programs. Communities who live around 
the mining area are muslim. Participant I1 remarked that buka puasa bersama had become a 
medium for silaturahmi between the company staff and the community’s leaders, such as 
ethnic groups’ leaders, elderly people, local government’s leaders, or cultural leaders. Buka 
puasa bersama is a community gathering held by the muslim community to pray and break 
their fasting during the fasting month. Silaturahmi is an Indonesian term meaning “maintain 
familial relationship”.46 In line with this, Participant F1 stated that it had become a routine 
schedule for the company to organise buka puasa bersama for media people. 
 
The company also organised charity programs during Eid ul-Adha47 or festival of sacrifice. 
To celebrate this event, Muslims who can afford to do so sacrifice domestic animals, such as 
goats and cows, as a symbol of Ibrahim’s sacrifice. They then distribute the meat among the 
people, especially to those in need. The regular charitable practices of the company are 
demonstrated during this period. Field Officer A1 noted that the company always donated 
some domestic animals to be distributed to the community around the mining area.  
 
Further, to reduce the gap between the company and the community participants noted that in 
each community area, the company built an office where the community could get 
information about the company as well as communicate their needs and wants directly. Field 
Officer A1 observed that the community quite often made use of these offices.  
                                                 
46
 It is common in the Indonesian culture that individuals who have a close relationship will be treated as part of 
their family. Thus, familial relationship does not necessarily mean that they have a blood relationship. 
47
 Eid ul-Adha is a muslim religious celebration. This aims to celebrate the obedience of Prophet Ibrahim who is 
willing to sacrifice his son Ismail. However, God provided a ram in place once Ibrahim demonstrated his 
obedience to God. 
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To build good relationships with the community the participants stated that they developed 
informal and personal relationships with them. As commented by Field Officer A1, “We 
preferably develop a personal communication … not positioning ourselves as a representative 
of the company. This is a community. We mix with them.” Furthermore, he observed, “With 
that kind of communication pattern, they seem to accept us more easily and perceive us as 
their family.” Field officers mentioned that they build friendships with communities. They 
regularly visit members of communities for a dinner or just for a chat.  
 
Participants added that they build relationships this with key actors within the community. To 
identify key actors within communities, the company utilises social mapping. As Participant 
D1 stated:  
“We make a social mapping … identify who are the cultural leaders, the religious 
leaders, and the community leaders. We also identify their positions, whether they are 
willing to cooperate or not, and whether they are actively involved. We update this 
map every three months. So when there is a problem, we can ask their help.”  
 
Besides identifying these key actors, participants stated that the company also identified other 
opinion leaders. Among them are community leaders, those who have a better economic 
status or education level, and those who have succeeded in running the programs offered by 
the company. 
 
During the interviews, participants clearly emphasised the importance of forming 
relationships with ethnic group leaders and adat48 leaders. As commented by Field Officer 
A1, “When there are conflicts involving members from different ethnic groups, kepala 
                                                 
48
 Adat leaders are those who are responsible for maintaining a set of local and traditional laws in many parts of 
Indonesia. They are usually the elders of the ethnic group. 
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desa49will not be able to do anything. The communities will only listen to their ethnic groups 
or adat leaders”. Accordingly, the company routinely organises meetings with religious 
leaders, adat leaders, ethnic group leaders, and local leaders, as well as building good 
personal relationships with them, as implied by the CEO. Participant J1 added that they 
invited community leaders to come to the mining area to gain knowledge about mining 
operations. Thus, he said, the pressures and conflicts in environmental sectors were 
decreasing slowly, since they had a picture about the company’s plan in managing and 
anticipating the mining impact in the future. 
 
The personal relations approach is also applied in building relationships with the 
government’s employees. In the reformation era, as a result of the local expansion program,50 
the areas where this company operates have become capitals of new districts. There are new 
key actors within this new government. Among them are members of MUSPIDA 
(Musyawarah Pimpinan Daerah or Regional Security Council), which consists of local 
government, police and military. Accordingly, as mentioned by Participant C1, the company 
needed to build and maintain good relationships with them to avoid difficulty in managing 
legal issues and to build good cooperation. The company needs their authorisation for 
running the mining operation, such as authorisation for using dynamite in their mine site or 
shipping the product overseas. The company supports local government with some facilities, 
such as assisting key persons to use companies’ buildings or transportation for certain events, 
or providing opportunities to use the company’s airport for business travel. Participant C1, 
                                                 
49
 Kepala desa is an administrative leader who is in charge of leading a village. Kepala desa or “village head” 
owns the highest authority in the village, and is responsible for the welfare of residents, the maintenance of law 
and order, and representing the interests of the Indonesian Government. Generally, the appointment of a kepala 
Desa is made by the subdistrict administrator (Camat) based upon recommendations received from village 
residents.  
50
 The decentralisation reform allows for the creation of new regions by dividing or merging existing 
administrative units. This process is known as the local expansion program.  
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who managed the relationship with local government, mentioned that he built good 
relationships with key actors in the government through social interaction such as by playing 
tennis or other sports, giving gifts for special occasions, hosting lunches or dinners with 
them, and attending their family celebrations such as marriages.  
 
6.2.  Corporate Social Responsibility and the Communication Function of Public Relations 
Participants stated that the PR function was important in the communication process to 
disseminate information about CSR programs as well as to get feedback from the 
communities. Participants emphasised the importance of informal meetings to build dialogue 
with the community. Most of them mentioned buka puasa bersama as one of them. Field 
officers always attend this informal meeting, and sometimes members of the company 
management attend this meeting to maintain relationships.  
 
In addition, participants pointed out cultural events organised by the community as media for 
the company to interact with the community. Field Officer A1 observed:  
“There are also many cultural celebrations held by the community. They are very 
happy when we attend it. This will be able to strengthen our relationships. Why? This 
event is usually attended by the leaders and all members of the community. Thus, they 
will know us and can initiate dialogue.” 
 
Participant E1 noted that meeting with the community became a way to make known the 
company’s mission and vision, as well as the company’s programs to support local 
government and communities. He claimed that this meeting also aimed to listen to the 
community’s expectations of the company, whether they needed training to empower 
communities, or other development programs to prepare for the post-mining closure era.  
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Participant H1 said that field officers always assisted community groups. Regularly, they 
have a group meeting where field officers communicate the program offered by the company. 
There will be brainstorming within a group. Communities can share their experience as well 
as problems in conducting the program. Field officers become a group facilitator. If there is 
an urgent issue that they cannot solve, field officers must report to the company to obtain 
support. 
 
Further, Participant E1 noted the role of field officers in understanding the aspirations of the 
communities. Superintendent B remarked that field officers supported the company to 
monitor and analyse the needs of the community, since every day they interacted with the 
community. He asserted that the community sometimes sent a proposal to get support from 
the company through field officers. In this case, field officers can provide the first assessment 
and input to the company whether the proposal should be approved or not. An example was 
given by Field Officer C1 who said that he always got in touch with communities to get to 
know them as well as to know their socio-economic condition. With the information he 
obtained, he was able to give input to the company about who should get scholarships to 
support their education.  
 
The communication function of PR also relates to its function to publish CSR programs to the 
public. Participant L1 pointed out that it was about how to make the public know about the 
company’s programs. Further, Participant F1 explained: 
”For a mining company, PR jobs mostly focus on what the company has undertaken 
for its community. No matter how good the CSR programs are, if there are no PR 
efforts nobody will know about these programs.” 
 
CHAPTER 6. THE INDONESIAN PRIVATE COMPANY 176 
 
When it comes to the documentation and publication of their community development 
programs, participants mentioned the role of a unit that was mainly responsible for handling 
relationships with the media and producing media publications. As commented by Participant 
D1, “for PR that includes written information and communication with media, these are 
handled by the PR Unit.” Participant M1 also commented that she contacted the PR Unit 
when she needed to publish her department’s activities. Participant B1 noted that it was 
important for the PR Unit to record and publish strategic issues about what projects the 
company had carried out for its community.  
 
In line with this, Participant F1 from the PR Unit affirmed that the company always invited 
them to attend their events, including CSR programs, especially to document and write a 
report about the events for media publication. Furthermore, she added,   
“We have brochures, a magazine and a bulletin as our publications. Magazines are 
distributed to employees, other institutions such as school, local government, other 
mining companies, and also distributed to the public during exhibitions to introduce 
who the company is. Meanwhile, the bulletin is distributed only to the community, 
especially for the assisted community groups, such as farmers, to religious leaders, 
cultural leaders, and other informal leaders. So this is not distributed to the internal 
public. Finally, brochures contain information about community development 
programs and are distributed to the general public all publics.”  
 
6.3.  Corporate Social Responsibility, Public Relations and Corporate Image 
Participants also discussed the interconnection between CSR, PR and corporate image. 
Participant A1 commented, “CSR, PR and corporate image cannot be separated”. He added, 
“PR is about image building. The more we perform PR, the more we undertake CSR 
programs, the more often we interact with communities, the better our corporate image will 
be.” 
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Participants perceived CSR as being important in creating a good corporate image to attract 
more investors for the company. Participant D1 noted that corporate image was not only 
influenced by how much profit was earned by the company, but also how the company 
contributed to sustainable development programs.  
 
The PR function supports the company in communicating how the company is being socially 
responsible. The CEO pointed out that PR supported the company to promote the company’s 
share by creating a good image and minimising negative publicity about the company. 
 
7.  Factors Shaping Corporate Social Responsibility and Public Relations Practices 
After the participants were asked about what they meant by CSR and PR in their company, 
the researcher then asked them why they had adopted particular CSR and PR practices. In 
other words, the researcher tried to explore what factors influenced their perceptions. 
Participants had no difficulties in answering the questions. Their automatic response was to 
highlight the social and political changes in the post-Suharto era as the main factor. They also 
mentioned the community’s culture as another factor that influenced the way they enacted 
their CSR and PR. The community’s employment problem as well as external pressure 
groups are the other factors that they pointed out. Some of them also remarked on the 
organisation’s vision mission as another factor contributing to the organisational positions 
regarding CSR and PR. 
 
The factors and how the participants attributed meaning to them are described below.   
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7.1.  Social and Political Changes in the Post-Suharto Era 
7.1.1.  The Suharto Era: Before May 1998 
All participants mentioned the transition from the centralised system during the Suharto era 
to the decentralised and democratic system in the post-Suharto era as a crucial factor 
influencing the current practice of PR and CSR in the mining industry. The researcher asked 
the participants to explain what they meant by this change.  
 
All participants started their explanation by telling the researcher what happened during the 
Suharto era and how the company conducted their CSR and PR. Participants stated that 
during the Suharto era their PR functions mainly focused on the relationship with the central 
government and were managed by PR officers at its Jakarta51 office. Participant E1 
commented that there was no urgent need to perform good PR with local communities. PR in 
the mining site was handled by the community development unit.  
 
As part of the contract with the central government, the company had to pay royalties to the 
central government. In return, Participant D1 said that the company received security 
assurance from the government through a military repressive approach. In line with this, 
Participant A1 commented:  
“In the New Order52 era, the role of the military is very dominant. Mining, oil and gas 
explorations involve a huge investment. Therefore, investors who come to this always 
require security assurance. And during the New Order, this security assurance is 
usually gained through a repressive military approach.” 
 
                                                 
51
 Jakarta is the capital city of Indonesia, where all mining companies need to deal with the central government. 
52
 The New Order era refers to the Suharto years: 1966–1998. This term was invented by Suharto to characterise 
his regime and to contrast it with his predecessor’s era (the Sukarno era), which was called the Old Order era. 
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Although there were many social conflicts with the community, this military approach 
somehow made the companies feel secure. To quote Participant D1:  
“For us, we feel secure during the New Order era, because the government provides 
security. Thus, if there were public movements that threatened the company, the 
government straightaway handled them. Whether we agree or not the government was 
abusing the human rights, we never get involved in it. For us, the security approach 
supported by the government in the New Order era made us secure.”   
 
During this era, participants claimed that they had started to engage with the community by 
initiating community development programs. Participant D1 explained that the term 
“community development” was first used as the program aimed to support the government’s 
development program. When the company started its production in the early 1990s, the 
mining area was still underdeveloped. At that time there was a government program called 
Inpres Desa Tertinggal (IDT).53 IDT or Presidential Instruction for ‘Left Behind’ Village. 
This was the central government’s system of grants to regional authorities. This program was 
intended to assist rural and urban areas categorised as underdeveloped by the Indonesia 
Bureau of Statistics to improve their quality of life. It was hard for the local government to 
distribute the IDT program to this mining area, due its remote location. Thus, the company 
started its contribution by developing this area.  
 
Community development programs mainly focused on infrastructure development and were 
based on the community’s demand and charity approach. The company did not involve the 
community in designing their development programs. Participant D1 remarked, “In [the] 
1990s, we started to help the community. It was mostly a hit and run program. It was a 
                                                 
53
 The target groups of IDT are the poor in less-developed communities, including farm labourers, peasants, 
fishermen, forest dwellers, young dropouts and others with IDT funds being allocated to those villages that have 
been identified as “lagging behind their development pace relative to the rest of nation” in the 1993 survey 
conducted by the Central Bureau of Statistics on behalf of the National Development Planning Agency 
(BAPPENAS 1994). IDT operates primarily by providing the working capital and technical expertise for poor 
families to begin their own enterprises. 
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charity program … There was a public demand to fix a road, then we fixed the road. That is 
what we did the first time.” Participant K1 added:  
”At that time [1990s] the villages were still incapable of discussing what they needed. 
Thus, to improve the community to be like what we want, we should do charity 
programs. They were struggling to live; it is impossible for us to ask for their 
contribution. In 1999–2000, we started to reduce the charity programs, since the 
farming and agriculture programs have shown the result. After that, for every program 
we initiate, they must contribute something.”   
 
When the company started to support the IDT programs, they were handled by a staff 
member at the officer level. In the 1990s to 2000, the programs were known as community 
development programs and managed by staff at supervisor and superintendent levels, under 
the Human Resources Department. 
 
7.1.2.  The Post-Suharto Era: After May 1998 
After Suharto’s resignation in 1998, however, political changes have affected the relationship 
between the company and its stakeholders, especially the communities. Most participants 
noted that the reformation era54 led the community to demand their rights to speak and to be 
listened to, as well as to demand company transparency. The reformation era led the company 
to share transparently their activities with the public due to the public’s demand, since in the 
past (the Suharto era) the company limited its communication to key actors only. The local 
people became brave enough to express their feelings. As stated by the CEO, “The local spirit 
has become stronger. The local people have become brave enough to express their feelings: 
‘We are local people, why must we just watch what the visitors do?’”  
 
                                                 
54
 After Suharto’s resignation in 1998, Indonesia entered a new period of democratic reform, which was known 
as the reformation era. 
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According to the participants, with greater community freedom, the number of social 
conflicts has increased.  Participant D1 remarked that in the last five years, the most frequent 
problems that arose in all companies studied were not technical but social problems. The 
biggest problem was a social problem – the relationship between the company and 
communities.  
 
Participant D1 observed that in these changed political settings, communities strongly 
rejected the involvement of local government in solving conflicts with the company. At the 
same time, he noted, the government was not willing to secure the mining by providing 
military support as it was during the Suharto era. When the researcher visited this mining area 
in 2000, she saw several local people with their traditional weapons at the office. The 
researcher observed that no local police or military people were there to secure the office. 
When the researcher confirmed with Participant I1 about what she saw in 2000, he explained 
that those local people voluntarily helped to protect the company from community members 
who were not happy. Participant I1 said that in the post-Suharto era, those who were not 
happy, or angry came directly to the office. They were not afraid of the police. Instead, they 
were still willing to listen to the local people who protected the company. 
  
Participant C1, who was responsible for handling relationships with the local government, 
pointed out that the decentralised government in the post-Suharto era also affected the 
company, since most aspects of the industry were under the jurisdiction of local government. 
He noted that in the post-Suharto era, the communication was mainly between the company 
and the central government. The mining company and the local government became the 
executor of the central government policy. In the post-Suharto era, however, he admitted that 
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the company needed to build relationships with the local government.  He argued that the 
local government started to show its authority, as implied in his example:   
“In our daily activities, we accept many proposals that according to our procedures are 
not appropriate. For instance, if the MUSPIDA55 needs to go to Jakarta,56 they will 
ask for airfares. If there is an event they will ask for accommodation, catering, 
transportation … We cannot easily refuse their proposals … We need their 
authorisation for our mining operations.”   
 
Conflicts of interest between the companies and the communities as well as the local 
government were perceived by participants as destructive conditions for the company. 
Participant E1 stated that the company had to allocate resources and develop strategies to 
handle social pressure and conflicts, which have tended to be uncontrollable. Accordingly, as 
asserted by Participant C1, “The president director of this company at that time realised the 
need to have a specialised independent division to handle external affairs relating to the 
community, the community’s leaders, and the local government.”  
 
In line with this, Participant A1 remarked that the company started to value the communities 
and the local government as their main stakeholders. He explained that the company’s 
stakeholders included the local government leaders, legislative institutions, MUSPIDA 
(Musyawarah Pimpinan Daerah), opinion leader, religious leader, cultural leader, local 
police, entrepreneur groups, sponsorship donors, education institutions, and other parties that 
related to the mining companies. He pointed out that the company needed to be socially 
responsible since there was interdependence between the company and the community 
around the mining area. He commented:  
“If the mining area is in a remote area and there are no communities [that] live around 
them, then probably there is no need for the company to carry out community 
                                                 
55
 MUSPIDA (Musyawarah Pimpinan Daerah) is a group of local leaders that consists of leaders of the local 
government, police and military. 
56
 Sometimes local leaders must attend a national meeting in Jakarta.  
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development programs. Since there are communities around this mining area, 
therefore, this company needs to cooperate with them.”  
 
In addition, he stated: 
“The key word is “impact”. When the company creates environmental impact, such as 
pollution, and social impact, such as employment and health issues, the company must 
take responsibility for these impacts. The company must be responsible for the impact 
of its operation.”  
 
As a result, Participant A1 explained that in 2003 the company established an independent 
division to manage external affairs and CSR programs. Participant E1 pointed out that in 
2003 the company identified key issues that required the company’s attention. These were 
environmental issues, threats to mining operations and productions, natural disasters, social 
conflicts, demands from the external public that may have potentially impacted the mining 
operation, and media publicity. This independent division aimed to manage these issues, 
Participant E1 added. 
 
These political changes have also become the main factors that influence the company’s 
community development programs and PR functions as their strategies to reduce conflicts. 
Participant D1 commented that the centralised system during Suharto era had created a gap 
between the community and the company. The participants remarked that community 
development programs, which they claimed as part of the company’s commitment to be 
socially responsible, and PR functions, were carried out to reduce the gap and build trust 
between the company and its community.  
 
Participant L1 also pointed out that community development programs had become a medium 
to get “social licence to operate” from the community.  This is an unwritten permission given 
by the community, who is represented by their ethnic group’s leaders or adat leader, to 
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explore the area. He said that the community freedom of speech led them to speak up. If the 
community leaders said “no”, then there was no way for the company to start the exploration.  
 
Participant D1 remarked that to reduce the gap between the company and the community, the 
company proactively approached them. That is why, he asserted, the company built offices in 
some villages and assigned field officers who live in the community. He stated that this 
allowed the community to get information about the company as well as communicate their 
needs and wants directly. To facilitate the complaint process, Participant H1 noted that the 
company had developed a complaint handling system. Most of the time, he said, the 
complaint could be handled by field officers at the community level.   
 
Participant E1 pointed out that the political changes led the company to employ a different 
approach in undertaking their CSR programs. During the Suharto era the community did not 
participate in designing community development programs, since the charity approach was 
dominant. In the post-Suharto era, however, Participant E1 noted that the company used a 
participatory approach to accommodate the community’s needs as well as to invite the 
community’s involvement in conducting the programs. Participant H1 stated that from 1999 
to 2000 the company invited some non-governmental organisations (NGOs) to assist the 
company in handling community development programs. Participant H1 explained that the 
NGOs conducted focus groups with the community to explore their needs. Participant H1 
claimed that this participatory approach through focus groups led the community to be more 
responsible for what they requested and could build a sense of belonging to the program they 
proposed. He added that the community’s sense of belonging towards the program was 
important to maintain the program for the long term. Participant I1 supported this statement 
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by giving an example of the school bus program. He said that the company supported public 
schools with school buses that enabled children from remote areas to go to the school. The 
buses now belonged to public schools and it was the responsibility of the school and the local 
government to maintain these buses. However, as commented by Participant I1, some of the 
buses are now almost broken due to lack of maintenance. As he noted, there was no sense of 
belonging from the schools. 
 
Participant K1, responsible for handling infrastructure program, also commented that the 
company reduced the charity programs and started to involve the community. He explained 
that in building an access road for instance, he gathered a meeting with the community. This 
meeting aimed to ask the community’s commitment to get involved in this program as well as 
to be responsible in maintaining the road until the company closes the mine. During this 
meeting he asked what the community could contribute. Some of them contributed sand and 
stone, others their time and energy. Some women even contributed food for lunch during the 
project, he added. He and his team converted the community’s contribution into a nominal 
value. He explained that he never told the community how much the company would 
contribute until the end of the meeting. He argued that this was to avoid the community’s 
dependence on the company. A periodical meeting was also conducted during the project, he 
added. Participant B1 commented that this approach was also a strategy to build relationships 
with the community. This is in line with participants’ perception that CSR is not only a 
project but a process of relationship building. 
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7.2.  Community’s Collective Culture 
During the interviews, participants often mentioned how the company’s policies and 
operations must not break cultural values. When the researcher asked why the company was 
concerned with the cultural values of the community, they gave a similar answer: “because if 
we do not understand and respect their cultural values we will have problems with them”.  
 
Participant D1 pointed out three main issues that caused conflict between the company and its 
community: land issues, local employment, and local contractors who want to reconcile work 
from the company. As mentioned in Chapter 5: The Contextual Background of the 
Indonesian Mining Industry, land acquisition is potentially the greatest source of conflicts 
with the community. This is due to the fact that there are still disputes between mining law 
and adat law with regard to the land owner as well as the community’s belief that land is not 
compensable. Participant D1 noted that this condition potentially would be an ongoing 
problem since the company was still actively exploring the mining area. Accordingly, as he 
asserted, the company needed to understand the community’s values as well as to approach 
the community’s leaders to decrease and eliminate further conflict.  
 
In the post-Suharto era, the participants asserted that they had to find a strategy to solve this 
problem. Understanding that the problems relate to cultural issues, Participant D1 commented 
that the policy of the company to assign field officers most of whom were members of the 
community and had the same cultural background was one strategy to solve the problem. 
Field Officer A1 remarked that there was a kind of trust among people who came from the 
same ethnic group. He added the community perceived the field officer as part of their 
community and did not treat them differently as they worked for the company. He 
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commented, “I am a Bugis, and I live in the community whose majority is Bugis. The 
community will think: ‘I do not think a Bugis will lie to another Bugis. He will not make a 
fool of us!’ Thus, they can easily trust me”. In addition, Participant L1 remarked that by 
having the same cultural background the field officers supported the company in interpreting 
the community’s opinion, needs, wants and fears, as well as explaining the company’s 
policies to the community.  
 
Another cultural factor often mentioned by participants was the condition that the community 
members stressed group goals over personal goals, and that they were more likely to be 
attached to their leaders. Participant J1 commented, “Among Dayak people for instance, they 
have strong solidarity and loyalty among themselves and a strong sense of communalism”. 
Participant L1 commented that among the Bugis57 ethnic group, people often respected and 
listened to their “boss”, who was a rich person who owned a big business and helped 
community members to live by giving them job opportunities. Participant L1 pointed out that 
this “boss” is also a key actor in the community.  
 
This condition has urged the company to employ a more personalised approach with key 
community leaders within the company, as argued by Participant D1. Participant L1 noted 
that once the community leaders approved the company’s programs, then the company got 
support from most members of the community. In the case of land conflicts for instance, 
Participant D1 said that they needed to approach the ethnic group’s leaders as well as adat 
leaders to explain the mining operations as well as to get approval from them. If these leaders 
approved the company’s proposal, then the conflicts could be avoided. However, if the 
                                                 
57
 Bugis is one of the migrants from Sulawesi Island, who lives around the mining area. Siri is the most basic 
element in their lives (Said, 2004). In the communal context, siri implies the obligation of supporting group 
solidarity among members of the community.  
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company and the community leaders fail to reach an agreement then the community members 
are likely to protect their land and make things difficult for the company. Participant E1 
added, “they [the community members] just stand and stay at their land ... they make body 
shields around their land. And of course our miners who come with big machines cannot 
enter the area”.   
 
Further, Field Officer A1 pointed out that the social status of a person in the ethnic group was 
also very important. Social status is often represented by a certain name. Field Officer A1 
gave an example: for Makasar people the “Karaeng” represented an aristocratic title, which 
was almost similar to the “Arung” and “Datu” titles in Bugis. Further, he remarked, “We 
should not call someone a name without their title which shows their status. If we just call 
their name only, they will consider us as being rude and not respecting them”.  
 
7.3.  Ethnic Language 
Languages used by ethnic groups have been identified as another important factor in this 
study. Participants affirmed that when they spoke in the ethnic language, they could create a 
closer relationship with community members. Further, participants explained two main 
reasons why it was important for the company to assign officers who understood ethnic 
languages.  
 
First, ethnic group members prefer to speak in their own language rather than in Indonesian, 
which is recognised as a national language. Most of the time, they just communicate within 
their own ethnic group. It is common that in a certain village the community consists of one 
dominant ethnic group. Indonesian is used only in formal meetings or when they need to 
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communicate with others from a different ethnic group. In addition, most of ethnic group 
members who lived in remote areas could not speak Indonesian well, as commented by 
Participant I1. Therefore, it is important for the company to assign field officers who can 
speak the local language. Field officers are able to deliver the message accurately as well as 
to listen and understand the community’s concern. Field officer A1 commented, “We become 
interpreters between the company and the community to assist and create understanding”. 
 
Second, language is important since some ethnic languages recognise stratification to show 
hierarchy and respect. For Javanese,58 for instance, words that are used to speak with older 
people are different from those that are used to speak with people of the same age. Similarly, 
words that are used for people with a higher position will be different from those that are 
used for communicating with common people, as commented by Field Officer C1. Speaking 
with Javanese had to be with a low tone and soft voice, otherwise it would be considered 
impolite and could cause conflict, he added. Understanding this issue enables the company to 
avoid conflict with the community. 
 
7.4.  Religion 
Religion is perceived by Indonesians as the most important value of life with the majority of 
people practising a religion. Participants mentioned that Islam was the dominant religion of 
the community who lived around mining area. Religion guides how community members live 
their lives. As mentioned before, there are two big muslim religious events, which are Eid ul-
Fitr and Eid ul-Adha, that have become part of the community’s tradition rather than just 
religious events.  
                                                 
58
 Javanese is the ethnic group from Java. They are the majority of migrants who live around the mining area. 
CHAPTER 6. THE INDONESIAN PRIVATE COMPANY 190 
 
 Participants admitted that their company’s activities should not clash with these religious 
values. Instead, the company uses religious events to strengthen ties with the community. As 
asserted by Field Officer A1, “I always visit the community leader for silaturahmi59 during 
Eid ul-Fitr to maintain [a] relationship with them.” Other participants also noted that it is the 
company’s representative who visits the community leaders and not the other way around. 
This is to show respect to them, as argued by Participant J1. Participants also mentioned that 
after the morning communal prayer on Eid ul-Fitr60 they visit community leaders, greet them 
and ask for an apology by saying “maaf lahir dan batin”, which means forgive my physical 
and emotional being. The researcher asked participants whether this moment could be used as 
a medium for seeking reconciliation if there were problems among them. Participants 
answered this by saying that this was part of the process to maintain relationships. “If we 
[are] nice to them, then they will be nice to us as well”, commented Participant J1. 
 
7.5.  Employment Demand 
The employment demand from the community towards the company has become another 
issue in the mining operation. This includes demands from community members and local 
contractors to work with the company, as well as the problems of those who lost their source 
of income as farmers or hunters since the company changed their land into a mining area. As 
commented by Participant D1, in the first three years when the company initiated its 
operation, employment had become the main source of conflict between the company and the 
community. There was a higher demand from the community to get a job from the company. 
They assumed that they could get easy money from the company, Participant D1 commented. 
                                                 
59
 Silaturahmi is an Indonesian term which means “maintain familial relationship”. In silaturahmi, the young 
people visit the older ones.  
60
 Eid ul-Fitr is the time for Muslims to purify their sins and strengthen their relationships with others. 
CHAPTER 6. THE INDONESIAN PRIVATE COMPANY 191 
 
Participant H1 remarked, “Despite the fact that farming has become the main resource of 
income of the community, being a farmer is not a status that they are proud of, especially for 
the young generation.” Accordingly, they had a high expectancy to change their status by 
getting a job from the company, he added. In spite of this, Participant D1 pointed out that not 
all of them could get a job, either because of the number of demands, which were higher than 
the vacancies, or due to their skills not fulfilling the criteria. He commented that those who 
could not get jobs were angry and often they came to the office accusing the company of 
being unfair.  
 
Participant H1 asserted that employment issues may lead to problems when the indigenous 
people cannot compete with the migrants who came to get a better life around the mining 
area. It cannot be denied that mining activities attracted many people to this area. They are 
either employees of the company or migrants who saw the opportunity for a better lifestyle. 
As pointed out by Participant C1, “In 1996–1997, when the area was still isolated from the 
district, there were only 1,000 people living here. However, I just found that this year [2007] 
it has reached more than 90,000 people.” In 2004 the annual population growth rate of the 
district where the company operates was 3.5%. This was higher than the national population 
growth rate, which was 1.5% (Badan Perencanaan Pembangunan Daerah Kabupaten Kutai 
Timur, 2008b). The data from the Regional Development Planning Office of the province 
where this company operates shows that although the migrants contribute positively to the 
development of the area, they do have a negative effect upon the local indigenous people who 
cannot compete in the job market, due to lack of education (Badan Perencanaan 
Pembangunan Daerah Kabupaten Kutai Timur, 2008a). 
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Before the company started its operation in this area, the indigenous community mostly relied 
on forest resources such as hunting animals, collecting honey, wax, scented woods, nuts and 
birds’ nests. Most of them also employed “swidden61 agriculture, traditionally involving long 
and complex rotations of crops and trees on various patches of land”62 (Joshi, Wijaya, Sirait, 
& Mulyoutami, 2004, p. 2). Mining in this area has greatly influenced the way the indigenous 
people live. With conversion of the forest for mining purposes, Participant H1 commented 
that the indigenous community had to give up their previous cultivation activities and work 
for the mining industry with the hope of a better economic status or starting another job.  
However, as mentioned before, they must compete with other migrants who may have better 
skills and educational backgrounds.  
 
Participant H1 gave an example of how they supported Dayak Basap, one of the indigenous 
communities. He explained that this ethnic group relies on the forest for their lives. However, 
when the company changed the forest into a mining area, they needed other resources to live. 
Accordingly, as commented by Participant H1, the company integrated land acquisition 
strategies with community development programs. Participant H1 explained: 
“In conducting our community development programs, we did not employ new 
innovations to assist Dayak Basap to survive. Instead, we adopt their system, which is 
harvest, cut and burn the plants. In addition, we introduce them with knowledge about 
an ideal distance between each plant to assure that the next crop will be better and can 
support their lives.”  
 
In another case, Participant D1 explained that the company identified the community who 
were impacted by the land acquisition process, whether they were truly farmers or 
                                                 
61
 This is also known as “shifting cultivation” (Crevello, 2004). 
62
 The indigenous community still maintain and protects the environment as they believe that they are part of the 
natural world. The damage is mostly caused by large-scale logging and mining with beneficiaries always from 
outside rather than caused by the indigenous groups’ activities (Crevello, 2004). 
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speculators63 who wanted to profit by selling their land. The company was more concerned 
about the farmers, he added. The company identifies whether those farmers still have other 
land. Based on this social mapping, the company may initiate community development 
programs for them. For instance, for farmers who still have other properties and want to work 
on them, the company assists them until they get income from their new farms. Meanwhile, 
for those who want to start a new business, such as open a new restaurant or become a 
mechanic, the company also assists them by giving training or providing start-up capital. 
 
8.  Summary of the Findings 
This study aims to understand how perceptions of an organisational environment among PR 
practitioners and top managers of mining companies influence their CSR and PR practices. 
This study revealed that the participants perceived CSR and PR as an unseparated function 
that aims to build good relationships between the company and the community. This 
perceptions leads to the decision of the company to establish an independent unit that is 
responsible for handling CSR and PR functions. The participants also noted a relationship 
between CSR, PR and corporate image. They believed that CSR programs are a means of 
convincing investors that the company is socially responsible. Thus, the company will be able 
to maintain their investors as well as the share price. 
 
Participants asserted that their CSR and PR practices are shaped by their response to several 
factors. The most influential factor is the political changes from the authoritarian to 
democratic system in the post-Suharto era. Participants perceived that this political change 
caused the community to be more powerful. Therefore the company invested resources by 
                                                 
63
 Speculators are people who earn money by selling their land but then find and acquire new areas and sell 
again to the company when the company needs to exploit that new area. 
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enacting CSR and PR. Further, the collective culture that emphasises the importance of ethnic 
group leaders in the community leads the company to enact a personal relationship approach. 
The in-group and out-group value of a collective culture also urged the company to assign 
field officers who have the same cultural background as the community. These field officers 
then act as cultural interpreters between the company and the community. The use of ethnic 
language is another strategy used to approach the community. Religion is also perceived as 
an important value for the company. Therefore, the participants noted the important role of 
the religious leader as well as the importance of participating in religious events. Finally, this 
study revealed that the employment demand from the community to the company is another 
factor that has shaped their CSR and PR practices. The lack of the community’s skills and 
knowledge urged the company to conduct training programs that participants believed would 
enable the community to be independent and not rely on the company.
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 CHAPTER 7. THE MULTINATIONAL COMPANY 
 
1.  Introduction 
The results of interviews with 13 participants from the multinational company are presented 
in this chapter. Pseudonyms are used and their titles are removed to protect their identity. The 
participants, except for the top manager, are named as Participant A2 through to Participant 
J2, and Officer A2 and Officer B2. The number “2” behind the pseudonym represents the 
multinational company. The study was conducted involving the External Relations Division, 
which was responsible for handling CSR and PR functions.  
 
First, this chapter describes the position of the External Relations Division within the whole 
structure of the company and explains in more detail the units under this division. The 
profiles of 13 participants are presented. The profiles include the person’s position within the 
organisation, professional background, and the educational background. Participants’ 
perceptions about CSR and PR as well as relationships between these two functions are 
described. Finally, factors that were perceived by the participants as influencing their CSR 
and PR practices are presented. This section comprises environmental factors, which include: 
(1) the community’s employment expectancy, (2) the increasing number of non-government 
organisations (NGOs), (3) the tax issues from the government, and (4) the characteristics of 
the industry. 
 
2.  Organisational Design and Unit Profile 
In giving explanations about how they perceive CSR and PR, the participants often referred 
to their structural position in the company as well as the job that the company assigned for 
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them. Participants’ responses also indicated that CSR and PR functions are managed under 
the same division, the External Relations Division, which was claimed to be responsible for 
managing the company’s reputation. This section accordingly aims to describe the position of 
the External Relations Division among other divisions within the company, as well as to 
describe the units within this division. 
 
Participant A2 pointed out that during the construction period, between 1997 to 1999, the 
company did not have an extensive department to handle PR and CSR. Participant I2 
explained that during this period the company had the External Relations Division, which 
only consisted of two departments: Government Relations Department and Community 
Development Department. He noted that the PR Unit was under the Government Relations 
Department, and relationships with the community were handled by the Community 
Relations Department.  
 
Participant F2 maintained that during this construction period, a relationship with the 
government became their main priority as they needed to deal with the government with 
regard to the construction process, such as building a port, access roads, office areas and 
housing for employees. The community was not their main concern, he added. Participant E2 
remarked that at the end of 1998, which was after Suharto’s resignation, this company set up 
a foundation to initiate community development programs. He noted that this foundation had 
direct access to the President Director. Some of this foundation’s programs included 
infrastructure building as well as capacity building to improve the community’s skills. 
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Participant F2 pointed out that the company started its production in 2000. During the 
production period, there was an increasing number of social issues faced by the company. He 
stated: 
“Employment demand, land acquisition conflicts, as well as environmental issues 
were raised by stakeholders. Additionally, with the decentralised government the 
relationships with the new local government have become more complex. And all 
these issues could not be handled by a small unit.”  
 
Accordingly, in 2000 the company extended the External Relations Division. In line with 
this, Participant I2 observed: 
“Our company was the first and the biggest company in this province who absorbed a 
lot of employees. We became a focus of public attention. So many people wanted to 
know about and were interested in our company. So we will face many problems 
because of that. Therefore, we realised we could not rely on the government and PR 
department to handle all problems. We need more departments to manage each 
stakeholder, such as Government Relations Department focuses on government 
people, PR Department focuses on media, and Community Relations Department 
focuses on the communities. All of them are under one division, i.e. the External 
Relations Division.” 
 
Participant A2 pointed out that there were 120 people within this division. He commented, 
“When I worked in one mining company during [the] Suharto era, there were only two or 
three people handling external relations. But now the condition is different.” He remarked 
that essentially there was no basic standard about how the company designed its structure. He 
stated that the company designed the structure based on the local conditions faced by the 
company. He commented: 
“If we operate in the city in which the community already has a better life condition, 
maybe we do not need a division as big as what we have now. Or if we operate in 
another island where the community has been familiar with a mining industry, we do 
not have so many issues [needing] to be handled like now.” 
 
The position of the External Relations Division among other divisions is shown in Figure 13.
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Sr. = Senior 
Sr.Reps. = Senior Representatives 
Dev. = Development 
Sr.Supv. = Senior Supervisor 
Figure 13. Organisational Chart of the Multinational Company  
Adapted from the company’s document 
Asst.Sr. = Assistant Senior 
Reps. = Representatives 
 
  = divided into several units 
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The senior manager of the External Relations Division has direct access to the president 
director of this company. Participant A2 affirmed that the president director asked for input 
from the senior manager of the External Relations Division regarding any policies relating to 
stakeholders. Participant B2 added that when there was a crisis, the senior manager was 
always involved in solving the problem and had access to communicate with other divisions.  
 
Participant A2 noted that there were four main stakeholders managed by this division. These 
are media people, the communities, NGOs, and the government people from the district, to 
province, to national level. This is in line with the director for Environment and Social 
Responsibility (ESR) Asia–Pacific region commenting that there were three issues that the 
company is concerned about: community relations, relations with NGOs, and relations with 
the government. In spite of this, the ESR director emphasised that the NGOs were not their 
main stakeholders. Rather, their main stakeholders were the media, the community, the 
government and the shareholders. 
 
Participant A2 explained that the PR Department, which was chaired by a manager, was 
responsible for managing the relationship with the media as well as publication production. 
Participant B2 argued that in spite of the fact the department mainly handled the relationship 
with media, the messages this department sent were directed to the public at large. Therefore, 
he pointed out that the department is called “public relations” instead of “media relations”. 
He also argued that there was no need to change the department’s name to the Media 
Relations Department. He asserted:  
“If we change the name of the department into “Media Relations Department” it 
seems its job is only handling [the] relationship with the external media. Meanwhile, 
the department covers a lot of activities, such as internal media, guest relations, as 
well as documents’ translation.”  
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Participant I2 commented that as a multinational company there were some communications 
materials that needed to be translated from English into Indonesian and vice versa. The 
translation unit, which is within PR Department, is responsible for this task.  
 
Participant A2 noted that in spite the fact that media relations was important for the company, 
the PR Department was not the biggest department within External Relations. He stated, “We 
just have two staff to manage media in this mining area and in the district area.” Unlike the 
PR Department, the Community Relations Department needs more staff to handle community 
relations issues. Participant A2 stated that there were 39 persons in the Community Relations 
Department. He explained: 
“The mining industry is something new for the community. We need to communicate 
our activities throughout all villages at the same time. We cannot do that this month 
we communicate with Village A, then next month with Village B. We have to do it at 
the same time. Therefore, we need a lot of staff to communicate with them.” 
 
He added that three times in every month the Community Relations Unit invites community 
members to visit the company. “This aims to introduce this industry to the community. It is 
because ‘seeing is believing’. And we need more people to assist the community during this 
visit”, he stated.  
 
Participant E2 remarked that the Community Development Unit also had more staff 
compared to the other departments. He said, “This department consists of 26 permanent 
employees. Thirteen of them are handling infrastructure programs, and the others are under 
[the] Capacity Building Unit.” He claimed that this number showed the concern of the 
company to develop the community. 
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The next department is Government Relations. There are two types of relationships with the 
government. The first concerns political relationships and the second concerns compliance. 
Political relationships refer to those that aim to build good relationships in order to gain trust 
and to smooth the mining operation. Meanwhile, compliance refers to any issues with regard 
to the obligation of the company to follow government regulations. Relationships with the 
government include relationships with bureaucratic officials and members of the legislative 
from the district level to the provincial and national levels. Accordingly, there are staff 
members of this department who reside in the district to deal with bupati64 and other 
government agencies’ staff, as well as staff members who reside in the province to deal with 
the governor and in Jakarta to deal with the director general and minister of energy and 
mineral resources, and the president. There is also a government relations officer who resides 
on the mining site. This position is called general supervisor project compliance site, as its 
main duty relates to compliance with government regulations. General supervisor project 
compliance must ensure that in all operational aspects the company complies with 
government regulations. This general supervisor is also responsible for monitoring that the 
company fulfils its duty to the government, such as paying royalties and retribution. Other 
jobs that must be undertaken by this position include ensuring that all the company’s policies 
are in line with government regulation and must be reported to the government, identifying 
and writing a report about any company programs that may have a negative impact on the 
community and local government, and preparing a company report required by the 
government.  
 
                                                 
64
 Bupati or regent is a head of regency or district level. This is a local government within a province. 
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There is always coordination between the Government Relations Department and the 
Community Relations and Community Development Department. Community development 
programs that are designed by the company must be in line with the government’s 
development plan. Annually, the government designs its Regional Budget Revenue and 
Expenditure. Within this budget plan, the local government outlines its development program 
for each area. Government relations officers must inform the Community Development 
Department of the local government’s plan. Based on this information, this department 
develops programs that have not been included in the government’s plan. Government 
relations officers also organise a meeting with the government to make known the company’s 
plan. This aims to avoid overlap in conducting the development program.   
 
Officer B2 pointed out that compared to other departments, the NGO Relations Department is 
the smallest one. He pointed out that despite the fact that there were increasing numbers of 
NGOs, the company did not really perceive them as threats. The ESR director commented 
that NGOs often addressed some negative issues about the company, but they were not the 
company’s main stakeholders. Participant A2 noted that sometimes conflict with the 
community involved some NGOs. Despite this, Officer B commented that the company can 
still manage those groups. 
 
3.  Participants’ Profiles 
3.1.  Position in the Organisational Chart 
Participants from this company include one director of Environmental and Social 
Responsibility (ESR) for the Asia–Pacific region, and 12 people from the External Relations 
Division, which is responsible for PR and CSR functions. Eleven of the participants are at the 
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management level including a director, senior manager, manager, superintendent, and 
supervisor. Two of them are at the operational level as officers.  
 
3.2.  Professional Background 
Professional background refers to the years the participants have been working in the 
company as well as at other companies. The director of ESR for the Asia–Pacific region 
started at the company as a senior manager of the External Relations Division for four years. 
Prior to this, for 30 years he was in US military, then for several years he worked for the 
United Nations for disaster relief programs.  
 
The other 12 participants’ working experiences at the company ranged from three to 11 years. 
Those who handle community relations are mostly local people. As Participant J2 stated, 
those who were recruited by the company had to have a bachelor’s degree and had good 
relationships with local people and NGOs. Participant F2 asserted that his experiences 
handling the environmental issues had led him to a position to handle compliance. Prior to 
their current positions, other participants noted that they worked at the units that had the same 
functions as their positions now: managing relationships with stakeholders and/or managing 
programs for the community. For those who mentioned their work experiences at other 
companies, their previous work also related to their current work at the company.  
 
3.3.  Educational Background 
All participants held a bachelor’s degree. There was no particular pattern of their field of 
education. As Participant A2 implied, the field experiences of the employees were more 
important than the educational background. Participant A2 commented that he was assigned 
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to handle community relations and community development because he was a local person 
and he had experience dealing with local people. In spite of this, as Participant A2 noted, 
staff in the PR Unit had to have communication skills. He added that unlike those who were 
in the Community Relations Department, the PR Unit had to communicate strategically and 
could not make a wrong statement that may jeopardise the company’s image. Meanwhile, as 
he said, for community relations staff, as long as they can communicate well in the 
community’s language it should be enough. 
  
4.  Participants’ Perceptions of Corporate Social Responsibility 
During the interview, the ESR director pointed out that it was very easy to answer on paper 
what CSR is. However, it is a hard question to answer in the field. He stated that the 
perception of CSR depends on the person who perceives it. As he noted, from the company’s 
perspective, CSR was about reducing the negative impact of the company and trying to 
ensure that the local stakeholders would get benefits from the company. But the community 
may have a different perception, he argued. It is quite often that a strict legal requirement that 
obliges the company to be socially responsible is not enough for the villagers. As he stated, 
the community may comment, “Oh that is not social responsibility since you have to do that 
by law. Social responsibility is doing something more than that.”  
 
Responses from the other participants showed that they perceived CSR as the company’s 
compliance as well as commitment to give positive benefits to the stakeholders. In addition, 
they pointed out that CSR was important in order to gain acceptance from the community as 
well as to build a good corporate reputation. 
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These perceptions are now examined in more detail. 
4.1.  The Company’s Compliance 
Participant B2 pointed out that the company conducted CSR as part of its compliance to any 
laws that regulated the social responsibility of the mining industry. He explained that the 
company committed to review their CSR policy annually as required by the ISO standards. 
The ESR director noted that in the past there were many industries, not only the mining 
industry, which caused a lot of damage to the environment. He said: “That is the old 
paradigm. That is not around anymore. If you are going to be an international mining 
company you must be compliant. You must protect the environment. You must protect the 
health of the workers and the communities.” He also asserted that when the company signed a 
contract with the Indonesia Government, the company agreed to comply with the AMDAL65 
or the environmental impact assessment.  
 
In July 2007 the government passed a law that regulates natural resources-based companies, 
including mining companies, to conduct CSR programs. When asked about the impact of this 
law, participants stated that there had been no significant impact on the company’s policy. 
Participants claimed that this was because the companies have already been performing CSR 
since they began exploration by initiating programs to develop the community around their 
mining area. The ESR director pointed out that this new law that talked about CSR was not 
something new for mining, especially for international miners. He noted that the company 
had initiated CSR since they signed a contract with the Indonesia Government. As he 
claimed, “It is very clear that we have social responsibility ... Some people like to say this is 
                                                 
65
 AMDAL is an Indonesian abbreviation for Analisis Mengenai Dampak Lingkungan or environmental impact 
assessment. 
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new. But this is not new. We have been doing it. We are considered the best in Indonesia at 
it. No doubt! No Doubt!”  
 
Participant F2 noted that the new law affirmed the legal aspect of the company in conducting 
CSR. In spite of this, he confirmed that the new law did not have any significant impact on 
the company as the company had undertaken CSR before the government legalised the law.  
Participant A2 also argued the new regulation did not have any impact on the company, since 
the company had committed to develop their community.  
 
4.2.  The Company’s Commitment 
Participants affirmed that CSR is a voluntary commitment. Participants used such words as 
“commitment”, “goodwill”, and “voluntary” to express the principle of the company in 
conducting CSR. As commented by Participant A2, “CSR is not just a program. This is a 
company’s commitment”. Participant D2 added, “The commitment is the soul of CSR”. 
Further, he alleged that CSR was an expensive goodwill of the company, but a voluntary 
gesture aimed at promoting harmonious relationships with communities.  
 
CSR is about the company’s responsibility internally and externally, as asserted by 
Participant B2. Internally the company is responsible to the employee and externally to the 
public. Further, he explained that this was about the responsibility of the company in doing 
its business without polluting the environment or harming people. This was also about how 
the company contributed positively to the community’s development, he added.  
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4.3.  Community Development Programs 
The terms “community development” and “developing the community” were often 
mentioned by participants in explaining their perceptions of CSR. The researcher observed 
that the participants used the terms “community development” and “corporate social 
responsibility” interchangeably during the interviews.  
 
Participant A2 commented that, “this commitment [CSR] is carried out through community 
relations and community development programs.” Further, he alleged that social 
responsibility was about how the mining industry developed the area where they operated and 
not only exploited its natural resources. He pointed out that the characteristics of the mining 
industry also urged the company to prioritise its community development programs. Mining 
companies usually operate in remote areas where there is still a lack of infrastructure 
facilities, such as electricity, water supply and access roads. He commented that, “[the] 
mining industry is different from the garment industry. You can start [a] garment industry in 
the city where the infrastructure facilities have been provided.”   
 
Participant A2 explained that the community development consists of four pillars: (1) public 
health, (2) education, (3) agriculture, and (4) infrastructure. These are programs that this 
company initiates to develop the community. He pointed out the programs always consisted 
of those four pillars based on the community’s needs, and not based on the community’s 
wants. He gave an example of the school building program. He stated that when the company 
started its operation the building was really bad, but now children had an appropriate place 
for study. He added:  
“In our community development project, we built an irrigation system. This is a big 
project. It is quite interesting! There is an assumption that mining operations usually 
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cause water scarcity, but in our area a mining company “provides” water to the 
community.”  
 
 In line with this, Participant F2 said that the company had become the accelerator of the 
development of the area where the mining operates.   
Community development itself does not only involve infrastructure building programs. As 
explained by Participant D2, community development included infrastructure development 
and capacity building programs. Capacity building programs focus on the development of 
human resources capability. For instance, after building the community health centre the 
company then trains health practitioners and improves their knowledge about health issues.  
 
In spite of this, Participant B2 said that the CSR of the company was not only about 
community development. He emphasised that “Community development is part of CSR. If 
we have good community development programs but we pollute the environment, we are not 
a responsible company.” Participant E2 also emphasised that the community development 
aimed to decrease the community’s dependency on their company, or even eliminate it. Thus, 
since last year the company also started to include the mining closure program that will 
enable the community to be more independent when the mining is closed in 2034, he added.  
   
4.4.  Medium to Build Harmonious Relationships with the Community 
Participants pointed out that CSR is perceived as being more than a development project: it is 
a relationship-building process between the company and communities. Participants 
perceived CSR as being an expensive but voluntary gesture aimed at promoting harmonious 
relationships with communities.  
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Participant A2 said that in spite of the fact there was a legal agreement that allowed the 
company to explore the mining area, the communities felt that they still had rights over the 
land. He asserted that this issue often led to conflict between the company and the 
community.  He added that what had been written in the legal contract was no longer 
negotiable. However, he remarked, “We can still negotiate with the community to solve 
social problems.”   
 
In line with this, Participant A2 claimed that the company conducted CSR because they 
wanted to do something good for the community. He gave an analogy: “If you want money 
from someone, do not go straightaway to his wallet. Instead, try to be nice to him and he will 
give you money.” Thus, to be accepted by the community, the company should build good 
relationships with the community. Participant F2 commented that the company conducted 
CSR because “the company wants to be a good neighbour. We do not want to be alone. In 
other words, we cannot close our eyes for not giving positive contributions to our 
neighbourhood.” 
   
4.5.  Medium to Protect the Company  
Participants mentioned that in the post-Suharto era the number of social conflicts between the 
company and communities has increased. They asserted that the company could not rely on 
military security assurance, which the government provided during the Suharto era. As 
expressed by Participant E2, “In the 1990s, when there was a conflict with communities we 
just needed to report it to the Koramil66 and the case was solved. But we cannot do it now.” 
Participants stated that the company conducted community development to protect the 
                                                 
66
 Koramil is a military office at the local level.   
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mining. As noted by Participant E2, “Community development programs have become our 
bumper. It is about how to make the local community, as well as the government at the 
provincial and national levels, accept the company.” He added that community development 
was especially critical for the community in the area of the mining. 
In line with this, CSR programs are conducted to protect their business. Participant D2 
remarked that, “CSR is an integral part of the business strategy.” The PR manager added that 
CSR aims “to ensure that the company runs well without any disturbances.”  
 
4.6.  Medium to Gain Social Licence from the Community to Operate  
Participants admitted that in the post-Suharto era legal licence to operate from the 
government was not enough to secure the business. They pointed out that approval from the 
local community has become a crucial factor. They referred to “the social licence to operate”. 
Participant A2 remarked:  
 “Why do we carry out community relations and community development programs? 
The answer is because we need to get social licence to operate. If we cannot get this 
licence, no matter how much money we spend for them [the community], they will 
close our mining.” 
 
There was no specific definition of what “social licence to operate” is, except that it refers to 
permission from local leaders to the company to enter and mine the area. Participant D2 
confirmed that CSR aims to gain good acceptance from the community as well as the social 
licence to operate from them. Accordingly, CSR was a crucial part of the company’s business 
strategy, he added. The ESR director also pointed out that the company had to meet legal 
requirements and have social acceptance.  He added, “It is true anywhere in the world”. 
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4.7.  Tool to Build a Good Corporate Image  
The importance of attracting investors through CSR was emphasised by Participant B2. He 
pointed out: 
“Our job safety programs, our environmental programs, as well as our community 
development programs can improve our reputation ... With a good reputation we will 
be accepted everywhere. This gives benefit to the corporation as we can expand our 
business to many places.”  
 
In line with this, Participant A2 noted that the reputation of the company was dependent on 
whether the company acted socially responsible to the environment. 
 
5.  Participants’ Perceptions of Public Relations 
Responses from participants gave two indications of how they perceive PR. First, the 
participants perceived PR as a communication function undertaken by all departments within 
the External Relations Division. The second response indicated that the participants perceived 
PR as a function conducted by the PR Department, which mainly handles media 
relationships. In spite of this, there was a general consensus among the participants that PR is 
a communication function to deliver messages from the company to stakeholders. The words: 
“communicate”, “inform”, “disseminate”, “socialise” and “bridge” are predominantly used by 
participants to represent the communication function of PR for the company.  
  
5.1.  Communication Functions 
When responding to the question about “what PR is” the ESR director commented, “I really 
do not like to talk about PR, because when people think about PR, they think about media. I 
would like to think about reputation management. And reputation management involves 
dealing with wide ranges of stakeholders.” He admitted, “In an inner way of the organisation, 
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we do [that the PR department mainly focuses on media relations]. But when I think about 
PR, I never limit this to just ‘PR’. It is about reputation management.”  
 
Despite this, the ESR director’s response still indicates that reputation management is also 
about communication function with stakeholders. This is apparent in his explanation:  
“For me a reputation management function is about providing clear information about 
what we do and how we do it. And I hate to use “to educate”, because it sounds 
paternalistic but “to inform” different stakeholders of what we are doing. It is due to 
mining not being a popular business.” 
 
The ESR director pointed out that this reputation management was part of the External 
Relations Division’s responsibility. Participants from the External Relations Division agreed 
that they also carried out this communication function. Participant A2 commented that the 
External Relations Division was not only responsible for delivering information. It was about 
communication. He explained, “the communication function aims to make stakeholders know 
about the company’s activities. Sometimes there is misinformation about the company. PR 
has a responsibility to make clarification about this.”  
 
Participant F2 stated, “We hope that all employees take part in this communication function. 
They are the ambassadors of the company ... In spite of this, departments under the External 
Relations Division structurally and formally handle this function.” He pointed out that the PR 
Department was responsible for handling communication with the media, the Government 
Relations Department was handling communication with the government representatives, and 
communication with the community members was part of the Community Relations 
Department’s responsibility.  
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The response from Participant F2 is supported by the other participants. As claimed by 
Officer B, “In essence, we are also doing [a] PR function.” Participant J2 also stated, “Our 
function at the Community Relations Department is acting as the ‘loudspeaker’ of the 
company to disseminate information to the community.” Participant C2 claimed, “We build 
good relations with the community as well as local government members. We ensure there is 
a two-way communication process between the company and the community.” In line with 
this, Officer B2 commented, “They [community relations officers] communicate the 
company’s activities to the community members without involving PR people. This is also 
the communication function of PR.” Participant F2 affirmed, “There is only one door to 
communicate with the government, [which is through the Government Relations 
Department]. We become a bridge between the company and the government.”  
 
Participant J2 explained that in 2002 the company established an office representative at 
some villages. He claimed that this allows the community members to have direct access to 
information easily. He said, “We work at those offices. We make sure that before the 
villagers get the wrong information about the company from someone else, we provide them 
with our information.” He also asserted that community relations officers became 
representatives of the company to accept and analyse the program proposals from the 
community as well. He added that the Community Relations Department aimed to ensure that 
the community accepted the company.  
 
Participant I2 asserted that the senior manager of the External Relations Division was always 
involved in management meetings with the CEO and other divisions’ senior managers. He 
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gave an example when there was a crisis due to tailing67 issues. During this crisis, the senior 
manager was a member of the crisis management team. He remarked that the External 
Relations Division was responsible for the communication aspects of the crisis. He asserted 
that during the crisis management process Participant A2 asked all managers, who were 
manager PR, manager community relations, manager community development and manager 
government relations, to communicate the information to their stakeholders. Further, he noted 
that the PR manager was the spokesperson of the company. He explained, “When it came to 
give a formal statement about the tailing case to the media in a press conference, this became 
the responsibility of the PR manager.” When there was a public hearing with the Legislative 
members, then the government relations manager represented the company explaining the 
case, he stated. 
 
In spite of the fact that all departments conduct communication functions, Participant A2 
noted that the communication functions conducted by the PR department have different 
characteristics from those handled by other departments. He pointed out that the PR 
department mainly focused on media relations. He argued that the communication with media 
people hardly caused conflict between PR people and media people. The media has become a 
channel to deliver messages to the public. He noted that communication through media was 
one-way communication. Meanwhile, the communication handled by other departments, such 
as the Government Relations Department or Community Relations Department may involve 
conflict between the company’s people and the government or community members. He 
claimed that communication with the government and the community members required 
dialogue. 
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 Tailing refers to the waste caused by the mining process. This is the material left over after the process of 
separating the valuable part of the ore. The company should take adequate steps to make tailings areas 
environmentally safe after the mining closure.  
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Participant A2 asserted that structurally, the PR department was responsible for 
communication with the media. He commented, “It is about how to deliver messages to get 
good corporate image through media. PR messages tend to be good advertisements for the 
company. It is about advertorial. That is PR!” Media people become a channel to deliver 
messages to the public. He emphasised the importance of PR people building good 
friendships with media people. He said:  
“If there is a negative publicity about the company, we can talk to media people first 
before it is published. I think that’s the role of PR people. Or before [the] media 
exposes negative issues about the company, we ask them to publish positive stories 
about the company, such as information about our community development 
programs.” 
  
He further admitted, “This PR function tends to be one-way communication.” 
 
Unlike communication with media people, communication with local government and local 
community members may lead to conflict. Communication functions with local government 
representatives are handled by the Government Relations Department. Participant A2 noted:  
”Communication with the government is not managed by PR people. It is different! 
Communication with government representatives is usually about regulations and 
laws. And if the company does something which is not right according to the 
regulations, it is possible there will be communication conflicts between our staff and 
the government representatives.”  
 
Participant A2 also noted that the communication approach undertaken by community 
relations people is different. He commented:  
“If the community members are not happy with the company’s contribution and the 
community relations staff cannot explain and convince them about the company’s 
policy, conflicts between the company and the community may happen. The 
community members may demonstrate to the company. But it will not happen with 
media people. Thus, the communication approach here is different from the one 
conducted by PR people.” 
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In handling relationships with the local government and community members, Participant A2 
claimed that they conduct a two-way communication approach. As he asserted:  
“In community relations we develop a two-way communication process, since we 
must deal with the community directly. This also works in dealing with the local 
government people. Unlike PR who rarely conducts this approach – unless, when they 
need to answer questions of journalists who come to the office or during press 
conferences.” 
 
This statement was supported by Participant C2, who pointed out, “We are in the Community 
Relations Department to perform two-way communication with the community. We ensure 
that there is communication between the company and the community.” Further, he claimed, 
“We become a bridge.” And added: “We could be on the community side when there is 
company policy which has impact on the community. But we also explain the company 
policy to the community.”   
 
The Participant A2 also pointed out the different skills needed by community relations 
officers and PR people. He asserted that community relations officers were hired from local 
people who had the same language and cultural background as community members. He 
stated: 
”Our community relations officers are placed in each village and assigned to 
communicate with the villagers ... the local people. Accordingly, we hired local 
people from the village itself, since they can easily communicate using their dialect 
and understand their culture.”  
 
By contrast, PR people they needed to communicate with many different people and the 
media, he said. In addition, he remarked, “PR people need many skills, such as an ability to 
speak English and Indonesian well, fluency to speak in front of a camera, handling press 
conferences. They also will be a spokesperson representing the company to the public.” He 
commented that communication between community relations officers and the villagers were 
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more spontaneous and informal. Meanwhile, PR people needed to back up their information 
with valid data when they communicated with journalists. 
 
The ESR director remarked, “Handling and working with the media need special talent and 
expertise. So you need a group of people that studies and works at that issue. And that is the 
PR Department.” He asserted that when it was about working with villagers then again it 
required people with special training and a real adaptability to work with local people. He 
agreed that sometimes it can be the same person who handles both media relations and 
community relations. But he argued that both were full-time jobs. Accordingly, as he 
remarked, the company assigned a group that handled PR media relationship and another 
group that managed community relationships. “This [community relations] is also part of the 
relationship management, but not part of traditional media relations PR”, he noted.  
 
5.2.  Media Relations and Publication Functions  
The other statements from participants indicate that participants often explicitly associate PR 
with media relations. As claimed by Participant F2, “PR mainly manages relationships with 
the media ... with journalists.” The response from Participant B2 also shows how PR is about 
media relationships. Participant B2 argued that the meaning of PR was being degraded since 
it had been divided into several branches of specialisations. He noted that each specialisation 
had become an independent discipline, such as government relations and community 
relations. Thus, he asserted: 
“Recently, PR is mostly about communication functions with the general public. Mass 
media become instruments to reach the public. Therefore, in my opinion PR is mostly 
about media relations, especially for companies like us. We do not have to promote our 
product. There are demands towards our product. The most important thing for us is 
reputation.” 
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Participant A2 added that PR was not only about delivering information to the media. Instead, 
there should be a communication process between PR people and media people. He 
explained:  
“A good PR must have good communication with the media. When there is bad news 
about the company, journalists should ask PR’s opinion about the news before they 
publish it. If PR still cannot give confirmation, then journalists will wait until they get 
information from the PR. Thus, there is communication between our PR and 
journalists. If without asking confirmation from the PR, media just publish the bad 
news, this means there is no communication between them.” 
 
Participant A2 asserted that the relationship with the media is important for building a good 
corporate image.  
The ESR director also commented:  
“I expect that they [PR people] are going to be able to inform the management of 
issues and recommend actions to the management with regard to the media in a 
proactive manner. It is not reactive. And I expect that they will be able to maintain 
good relations with the media, the editor and the owners of the media. So when 
something that we don’t expect comes up, we have a way to get our side of the story 
into the articles.” 
 
Further, Participant B2 remarked, “Our job as PR is to bridge communication … to 
communicate our programs in order to make our programs known, understood, supported, 
and appreciated by our community.” Participant I2 claimed that the PR department always 
delivered well-organised and integrated messages compared to messages from other 
departments. He explained:  
“We deliver information to the community in a well-organised and integrated manner 
compared to any other employees. Employees may only inform certain parts of 
information, such as about the mining process. However, we can collect information 
about the land acquisition, mining process, and reclamation process, and deliver this 
integrated information to the community.”  
 
He gave an analogy: “We do not explain about the trunk of the elephant only but also the 
ears, the tail, the whole part of the elephant. That is our job.”  
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Participant I2 pointed out that the company was aware of the importance of publicity to 
disseminate information to the public. Officer A2 commented, “Our PR department is also 
responsible for producing the company’s publications including newsletters and videos. This 
media publication becomes our medium to deliver information about our activities.” 
Participant B2 added, “We also develop a website for the external public to access 
information about us.” Thus, PR was perceived as media publication activity. 
 
6.  Participants’ Perceptions of Relationships between Corporate Social 
Responsibility and Public Relations  
6.1.  Corporate Social Responsibility and Communication Functions of Public Relations 
Participants remarked on the importance of communication with all stakeholders to support 
CSR programs. The communication functions here refer to those performed by all 
departments within External Relations as well as those specifically related to media relations 
and publicity undertaken by the PR Department. The contribution of each department is now 
explained. 
 
6.1.1.  Community Relations Department 
This company assigns community relations officers who live in villages to manage 
relationships with the community. These field officers are coordinated under the Community 
Relations Department. Participant A2 explained that this unit was responsible for establishing 
and maintaining mutual relationships with communities, assuring communication between 
the company and the community, defusing issues before they become problems, identifying 
impacts of the mine operation on the community and helping to minimise or solve them, and 
informing the management of community issues. Field officers become representatives of the 
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company. Thus, as Participant J2 asserted, if the field officers behave well, the community 
will perceive the company in a good way, but if they offend the community, the company 
will have a bad image. 
 
Participant A2 remarked, “Community relations officers support the Community 
Development Unit by opening the door of the community to accept the programs offered. 
They can do it as they live in villages and they know better about the situation there.” In line 
with this, Participant C2 pointed out that in general the main responsibility of the Community 
Relations Department was to ensure that there were no disturbances from the community 
towards the mining operation. He added, “We back up almost everything. We make sure all 
community development programs run well. If there is a negative issue about the program, it 
is our duty to explain things about our program.” He gave an example:  
“When the company had a program to build a bridge, we socialised this program prior 
the building process. There were many issues that the building process would be too 
dangerous for the community and did not give benefit for the community. It was our 
job to explain to the community and to make them understand the benefit of this 
program.”  
 
He remarked that the community’s needs assessment was conducted by the Community 
Development Department. However, he stated, “if there are problems with the community 
members, we help them to solve the problems.” 
 
The Community Relations Department also manages social activities, which according to 
Participant C2 are able to maintain relationships with the community. These social activities 
include donations to support the community’s sports activities or religious events. Participant 
A2 noted that the communities were in favour of these charity programs rather than the 
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community development programs, since they did not require contribution from the 
community and the procedure to get the funding was easy.  
 
Participants implied that community relations officers had become front liners who assisted 
the company in solving problems with the community. As commented by Participant A2, 
“All problems in the community, which relate to the company, must be fixed. The 
community relations officers must fix them … since one day their problems will be our 
problems as well.” As Participant J2 claimed, community relations officers were usually 
involved in these matters since they had strong relationships with the community.  
 
Further, Participant J2 remarked that community relations supported the implementation of 
community development programs by identifying provocateurs among the community 
members who may cause conflict. He noted that there was a flare-up of rioting around several 
mining companies in 2000. “I think it was because of the reformation era. It was so easy for 
community members to be provoked”, he stated. He commented that it was often that not all 
community members accepted the community development programs for certain reasons and 
caused conflict with the company. He pointed out, “It is our duty to find out who is the 
provocateur behind the conflict and support the community development programs to run 
well.” 
 
Participant F2 mentioned that conflict between the company and the community members 
was often because some of the community members got jealous about other members from 
another village. He explained that the contract with the government clearly mentioned that 
the company was obliged to be socially responsible only to villages located in the mining 
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circle area. The mining circle area is the area that experiences the direct impact of the mining 
operation. He noted:  
“It is our responsibility to focus our programs on the mining circle area as mandated 
by the government. However, often members from other villages outside the mining 
circle area demand the same benefits as those received by villages in the circle mining 
area. It is our responsibility to approach those unhappy villagers to understand our 
policy. We socialise our policy to the village and kecamatan leaders. It is not easy to 
convince them, but we need to do it.” 
 
Participant A2 asserted that community relations officers always assisted community groups. 
Regularly, they have a group meeting where field officers communicate community 
development programs offered by the company. There is a brainstorming session within a 
group. Communities can share their experience as well as problems in conducting the 
program. There are usually many issues asked by the communities. As Participant J2 
observed, most of the time they just want to gain support from the company. Participant J2 
explained that the main purpose of group meetings was to support the communities to 
develop themselves within a group and to make them more independent. The ESR director 
added that the Community Relations Departments use the “participatory rural appraisal”68 
(PRA) method. He remarked, “This is not a traditional PR function. But it gives a huge 
benefit in sharing information and getting integrated approaches to problem resolution.” 
 
The establishment of a representative office in several villages enables the company to 
facilitate communication with the community as well as to manage community development 
programs. As remarked by Participant A2, the company proactively approached the 
community by establishing an office within easy walking distance for the community. The 
community members quite often come to this office and contact the field officers. As 
                                                 
68
 Participatory rural appraisal is a method to interact with the communities, to understand them and learn from 
them. This method initiates the participation of the communities to share their problems as well as encourages 
the communities to analyse their problems and find solutions for them. This method aims to understand the 
community from the community’s point of view (Narayanasamy, 2009). 
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commented by Participant J2, “Almost every day they contact us, either by coming to the 
office or calling on my mobile phone. We have to stand by 24 hours to service them.” 
Participants noted that to build good relationships with the community they develop informal 
and personal relationships. Community relations officers mentioned that they build 
friendships with communities. They regularly visit members of communities for a dinner or 
just a chat. Participant J2 commented, “The communities are even more familiar with the 
names of our community relations officers than the names of their Bupati.69” He claimed that 
the communities became more open to share their opinion through this kind of friendship. A 
good personal relationship is also claimed to be able to avoid conflict. As commented by 
Participant J2, “If we have a good relation with individual A, for instance, no matter what the 
problem is, such as if he wants to get a job from the company, he will not cause a problem 
with us.” Further, he said, “Thus, the key is if we are good with them, they will accept the 
company. But if we personally make a mistake, they will perceive it as the company’s 
mistake. They just know about me, they do not know who our manager is.” 
 
Participant A2 noted that most community members have the same religion. Religion plays a 
big role in helping build personal relationships. Participant J2 pointed out that personal 
relationships with local leaders70 and religious leaders were important, since they were key 
actors who influenced relationships with the company. Participant I2 noted that buka puasa 
bersama became media to socialise with the community. Buka puasa bersama is a 
community gathering held by the muslim community to pray and break their fasting during 
the fasting month. Even though the fasting month is celebrated by Muslims, this meeting has 
                                                 
69
 Bupati is the district leader. 
70
 The Community Relations Department is responsible for managing the relationship with the community 
members as well as local leaders from village area to the kecamatan area. Kecamatan or subdistrict is a 
subdivision of a regency or a city in Indonesia. A subdistrict is divided into several administrative villages. 
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become a traditional meeting. Therefore, all communities are invited. This can be organised 
by the community’s members at the local mosque and led by a kyai – an expert in the religion 
of Islam. A kyai has his position and authority because people will listen to what he says. 
Participant J2 commented that the community relations officer always attended this 
traditional meeting and took the opportunity of maintaining a relationship with a kyai.  
 
6.1.2.  Government Relations 
Participant F2 stated that the communication function of PR to support CSR was also 
conducted by the Government Relations Department. This department supported the 
company by communicating CSR programs to the government representatives. He explained 
that this department managed relationships with the government representatives from the 
district, province and central governments. He remarked that due to the decentralised system, 
the company needed to focus on relationships with the local government at the district level 
instead of the central government. The communication with the government is important 
since the company operates in a new district as a result of the expansion program71 in the 
post-Suharto era. He noted:  
“As a new district, there are not many people who understand mining operations. 
They must be confused. We signed a contract with the central government. The 
contract identifies our financial as well as social responsibility with the government. 
We need to let them know about our contribution to the area where the mining 
operates.” 
 
Participant F2 gave an example of why they needed to communicate with the local 
government representatives. He pointed out that during the Suharto era the company paid tax 
and royalties directly to the central government. The minister then came to each district and 
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 The decentralisation reform allows for the creation of new regions by dividing or merging existing 
administrative units. This process is known as the local expansion program.  
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distributed the funding. He argued that the local government still seemed confused about the 
new decentralised system. He observed that the local government representatives might 
assume that they can collect the tax as much as they want. However, as he stated, basically 
the company followed the tax regulation legalised by the central government. Thus, he said, 
“We need to explain to the local government that we just comply with the government 
regulation. It is not us who decides how much the district gets income from the company.” 
He added, “We inform them that community development programs are part of our 
commitment to develop the area. And this is apart from the compliance to the government.” 
He also indicated that when the Community Development Department needed to present their 
programs to the government, the Government Relations Department was responsible for 
facilitating this meeting.   
 
A personal relations approach is also applied in building relationships with the government’s 
employees. Participant F2 pointed out that there were new key actors within this new district 
government. Among these key actors are members of MUSPIDA (Musyawarah Pimpinan 
Daerah or Regional Security Council), which consists of local government, police and 
military at the district level. 
 
6.1.3.  Public Relations Department 
Participants clearly mentioned the role of the PR Department in publishing the community 
development programs. Participant B2 pointed out:  
“We get to communicate to the public about our achievements, our success as well as 
what we fail to achieve. Thus, the public know our condition. We invite the 
community members and journalists to the mining area. Journalists then write and 
cover a story about the company.”  
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He added, “We write press releases about our community development programs. We also 
published a book about these programs.”  
 
Participant B2 added:  
“Sometimes journalists let the company know when they find out that some 
community members, the community from a certain village, still do not understand 
about the programs. They will tell us that there is still a lack of program 
understanding in that village. They will let us know.” 
 
Participants who manage community development programs agreed that their function could 
not be separated from the PR Department. According to Participant E2:  
“PR is the inseparable partner of the Community Development Department because 
when there is an infrastructure building or panen raya72 we always invite PR people 
to monitor as well as to publish our programs. PR people will invite journalists to 
cover our activities. Thus, our programs are exposed externally.” 
 
Participant E2 remarked that PR people also gave them feedback regarding their activities. 
“We have a weekly meeting with all managers. The PR manager usually reminds us if there 
is a program that have not been informed to the PR Unit or when we are too late to contact 
them.” He added, “PR people are our very important partner since they expose what this 
company has done to the community through our community development programs.” The 
ESR director added, “If we have good relations with the media then that can be helpful to get 
messages out. So PR is very important.” 
 
Participant A2 remarked that the role of PR was to publish community development 
programs to get exposure to the internal and external public at large. To do so, Participant B2 
explained that the PR Department socialised and published community development 
programs through several media. He said, “Internally, we are using newsletters, a notice 
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 Panen raya is an Indonesian term to express a special time when farmers harvest their crops. Panen means 
harvest. Raya means celebration. 
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board, intranet and a magazine. Externally, we socialise our program using talk show 
program in radio or TV. We also produce a video and brochures about community 
development activities.” To know the position of the company in the public, the ESR director 
remarked that PR department also conducted perception survey. He stated, “Thus, PR is not 
only about media relations.” 
 
In building relationships with the media, participants from PR Department claimed that they 
entered into friendships with key individuals in the media. They also open a 24 hours 
personal phone line for journalists to contact them. This personal relationship plays a critical 
role in obtaining good media coverage and minimising unfavourable media coverage. To 
quote Participant I2, “We entertain the journalists. We ask them for dugem73. This 
entertainment approach is so effective…They always ask our confirmation before publishing 
any news about our company.” Further, he added that he was fully supported financially by 
the company to entertain the media professionals.   
 
The participants asserted that they needed to publish CSR in order to mange corporate 
reputation. The ESR director pointed out, “PR needs to inform the general public, especially 
the decision-makers and key stakeholders, about the mining operation in the 21st century.” 
He maintained that an international mining company must protect the environment, health of 
the workers and the communities. The company needs to show that they are doing more 
benefits than having negative impacts. He remarked, “Getting these messages out is a huge 
part of reputation management. This is a huge part!” 
 
                                                 
73
 Dugem is an Indonesian acronym (or abbreviation?) of dunia gemerlap, which technically means a glamorous 
world. This refers to a night-time entertainment. People go dugem in pubs, discotheques, or other well-known 
places. 
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Further, the ESR director argued, “By doing that, mining’s shares will increase because 
people have a better understanding about our industry. What I am talking about here is a large 
responsible mining company.” He claimed that mining companies that do the most damage 
today were usually unregulated and illegal miners, not traditional miners. Traditional miners 
were very small scale and might hurt the environment on a very small scale. He noted, 
“Indonesia illegal miners are not on a small scale. There are thousands of people involved in 
it. And mercury leaking is unbelievable.” The ESR director also claimed:  
“At the end of the day, a mining company is doing business to make money. You 
make a huge investment. So you want to do good things. If you cannot take care of 
your stakeholders, you are going to close down. Thus, to be able to make money you 
need to increase share buying.”  
 
In relation to this, Participant A2 emphasised the important role of PR to build a good image. 
He commented, “If the PR manager made a wrong statement in the media and was heard by 
the public, this will influence our head company in Denver. And our share price can go 
down.”  
 
The ESR director noted that a negative reference to the company would impact on public 
perception. He gave an example of the perception survey about the company. He noted that 
the general perception about the company was still slightly negative. He stated, “We were 
used to having 60% positive feeling when they heard our name, but now it is about 30%.” He 
asserted, “Most of the public still do not know who we are. It is a big country you know ...” 
In spite of this, he argued that the issue about water pollution caused by another company, 
which operated on a different island under the same group, had caused this negative feeling. 
Although the Indonesian court decided the company was not responsible for the pollution, the 
issue itself still affected public perception.  
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7.  Factors Shaping Corporate Social Responsibility and Public Relations Practices  
Participants noted that they could not comment whether there was a different approach in 
conducting CSR and PR in the Suharto era and the post-Suharto era. They explained that the 
company finished its construction project in 1999 and started its commercial production in 
2000, which was already in the post-Suharto era. Even though they did not experience the 
situation in the Suharto era, they asserted that the company learned from other companies’ 
experiences. According to the ESR director:  
“I cannot comment because we did it after Suharto. I can tell you that a lot of mining 
was shut down for a while by communities. Because they were just taking materials 
without doing anything; they had pretty rough way of handling communities’ issues. 
That was not legal anymore. So you either work in harmony with the villagers or you 
close down. That is today’s Indonesia. So I cannot comment on the past.” 
 
Participant E2 noted that in the post-Suharto era several mining companies have been 
affected by the community. He pointed out that in the post-Suharto era the company could be 
closed down if there was no acceptance from the community. He commented that the 
community members were brave enough to show their power. It is possible that they could 
blockade or burn the mining area. Participant A2 gave an illustration about these changes in 
community behaviour using a demonstration that happened in 2006. Hundreds of people 
blockaded one exploration site owned by this company. They were demanding the company 
stop its exploration and cancel its mining plan in that protected forest area. Participant A2 
noted that the community did not want their productive areas to be destroyed and their 
livelihood to be endangered by mining activities. They burnt the exploration camp. In relation 
to this issue, Participant A2 commented that this had never happened before. He argued:  
“When the company started its exploration, the community did not want to know what 
people could do with the forest. There was no demonstration even until we started to 
exploit the mining. But now there are too many interests involved. What we did to the 
new mining area was exactly the same as what we did when we started the exploration 
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at the area that we have until now. We use the same methods and equipment. Nothing 
is different. This is a result of the reformation era. Everybody wants to get involved.” 
 
In line with this, Participant J2 commented, “Honestly since 2000 the community’s flame has 
been so tremendous”. Participant A2 alleged:  
“It is because of a transition from the Suharto era to the reformation era when people 
become so wild. And the presence of the company is misinterpreted by many interest 
groups. They may not understand about the mining industry. Or they are just shocked 
that our company is the first mining company operating in their area.”  
 
Participant F2 remarked that there was high community dependence on the company. He 
noted that the communities assumed that if they demonstrated against the company it would 
gain a faster response than if they demonstrated against the government.  
 
Within the situation in the post-Suharto era, responses from the participants indicated three 
problems that they believed have influenced the company’s operation. These problems relate 
to community relations, NGO relations, and government relations. 
 
7.1.  Community Relations and Employment Expectancy  
Most participants noted that the main issue in dealing with the community is the community’s 
expectancy to work for the company. The ESR director noted, “They see us as a source of 
hopes for them.” He claimed that the presence of the company led to the progress of the 
community’s condition. He gave an example: “There was no toilet in the houses. There was 
no running water in the houses. If they carried water 2 km to their house before, I think it is 
progress if they do not have to carry water for 2 km now. Really, this gives them a lot of time 
to do something else.” He further argued, “... but as the community’s prosperity moves up 
then their expectation goes up, their demand for jobs and more improvement goes up.” Thus, 
he emphasised that at the community level expectation was the most difficult issue to be 
CHAPTER 7. THE MULTINATIONAL COMPANY 231 
 
handled. “I do not think poverty itself [is the main problem], but the community’s 
expectation”, he added. 
 
Participant A2 agreed that conflicts with the community often related to an opportunity to 
work for the company, which they assumed would give them a better income. He 
commented, “If the community members were asked which one they prefer: being a farmer, 
being a public servant, or working at our company, I believe they will choose working with 
us.” He asserted that this employment issue had led to many other issues. He claimed that 
when the communities were not happy because they could not get a job with the company, 
they often showed their unhappiness by addressing other issues, such as blaming the 
company when there was a flood or when they found that there were not many fish in the 
river. 
 
Participant A2 affirmed that what happened in 2006 when the community burnt the 
exploration camp was another example of this condition. The main problem of that conflict 
was that the community demanded a certain amount of money for compensation as they lost 
their land as well as source of income. “When we did not fulfil their demand, they burnt our 
camp”, he added. He claimed it was not because of lack of communication. Instead, it was 
because the community did not really understand or even did not want to understand about 
the mining operation. He explained:  
“For the exploration, we spent almost 200 billion rupiahs. It was so difficult for us to 
distribute the money to 9 to 11 villages. They just said, ‘Use lottery, Sir!’ And I told 
them that it was the first time in my world [the mining industry] I heard about 
lottery.”  
 
Participant A2 asserted that for the community, using lottery was something that made sense. 
He noted that before the blockade happened, community members often complained to the 
CHAPTER 7. THE MULTINATIONAL COMPANY 232 
 
community relations officers: “Why my neighbour can work at your company and I cannot? I 
did not go to school and he did not, either. I and him have the same background as farmers, 
but why he can work while I cannot?” Because of this, as Participant A2 said, the community 
members came up with the idea of the lottery. Participant A2 explained the community’s 
“lottery idea”: “I [one member of the community] will work after he [another member of the 
community] works for three months at the company. He resigns and I start my job”. 
Participant A2 affirmed that it was not a bad idea. As he stated, “It is a good idea. I buy their 
idea! Unemployment is still our national problem.” In spite of this, he pointed out that for the 
company this idea would mean a cost. “We have different interest here”, he remarked, 
adding: “Why a cost for us? It is because we need to train each of them every three months. 
Once that person has a skill we need, he must resign and we must train another new person.” 
Thus, he emphasised that the core problem was the community’s expectancy towards the 
company for a better life. “The unemployment problem has been there and it will never end”, 
he commented. This response is supported by Participant J2: 
“I do not think unemployment is the main problem, but it is the community’s 
expectation. There is a high demand from the community to get a job from the 
company. Even someone who has become a public servant still wants to work for the 
company. There is a tremendous demand from the community. Moreover, there is no 
other company as big as this company in this island. Thus, the main problem is not 
unemployment. I think the unemployment problem has been there before the company 
initiated its operation.”  
 
Participant F2 gave another example: “Those who firstly had small hand phones, they want 
the big one now. And they assumed they should work for the company to make this happen”. 
Thus, there is a high expectancy towards the company. 
 
Participant A2 observed that the high expectancy towards the company was because the 
company was the newest and the biggest industry on the island. “We are the first, the biggest, 
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and the only mining company in this province. Thus, we become primadona74 here”, 
Participant B2 added. Participant I2 noted that the company absorbed many local human 
resources. In spite of this, Participant A2 noted that the company still could not hire all of 
them. He gave an analogy: “We are like a ship that has been overloaded by passengers. We 
cannot just ask them to get off from our ship and ask others to get on to our ship.” Further, 
Participant D2 observed that local human resources still could not fulfil the standard skills 
needed by the company. As he commented, “The local people still cannot fulfil our standard 
as a global company. They are still in a transition from the ‘know nothing’ level to the 
‘know’ level, and not on the ‘skilled’ level [working] without a tight supervision.”  
 
Based on this condition, the participants claimed that they performed community relations 
and community development programs to solve the problem. Participant E2 pointed out that 
community development programs became media to build good relationships with the 
community. Participant E2 commented that according to the Minister of Energy and Mineral 
Resources in 2007, community development was actually not part of the company’s 
responsibility, but the government’s responsibility. In spite of this, he asserted:  
“Due to the condition in the field and we should talk about the reality in the field, the 
company needs to build good relationships with the community. The company wants 
to be a partner of the community through our community development programs. This 
aims to get good acceptance from the community.”  
 
Participant G2 remarked that social activities including donations for community activities 
managed by the Community Relations Department were also aimed at reducing conflict with 
the community. He stated that the company responded and assessed proposals from the 
communities to decide which programs needed to be supported and by how much. In 
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 Primadona refers to the condition that the company becomes the most favourite option.  
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addition, the company proactively supported the community’s program. He gave an example: 
“We initiatively provide bonus for local athletes who represent the province and win gold 
medals during the national sport competition. This is an example of our support to the local 
government.” 
 
The participants also affirmed that their community development programs were conducted 
to decrease conflict due to the community’s expectation towards the company. Participant E2 
explained:  
“For those who cannot work with the company, they can continue farming. Before the 
company started its operation, most of them relied on the rain to do their farming 
since they did not have a water irrigation system. Accordingly, the company initiated 
to build a water irrigation system that allows the community to farm periodically. 
They now can harvest their farm from once a year to twice a year. They even can 
increase their crops from 2 to 3 tons a year to 6 to 7 tons per year. This means they 
now can earn more money. This can eliminate their jealousy of those who work for 
the company and are assumed to earn more money.”  
 
Participant D2 added that the company also carried out capacity-building programs that 
aimed to train the community members with skills, such as driving, electrician, or car 
servicing. Thus, the company supports the community members to gain skills to get jobs from 
another company or to start their own business. Participant A2 remarked that the company 
established two foundations under the Community Relations Department. He stated that the 
aim of these foundations was to give an opportunity to the community members who could 
not get a job from the company to create another source of income. For instance, these 
foundations provide soft loans for those who need financial support for their business as well 
as training for the community to start a home industry. 
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7.2.  Increasing Number of Non-Government Organisations  
Officer B2 explained that in the post-Suharto era the number of Non-Government 
Organisations (NGOs)75 in the area where the mining operates has increased. Before this 
company started its operation, there were only one or two community organisations. 
However, once this company started its operation there was a proliferation of NGOs. Officer 
B2 said that there were approximately 50 NGOs at district level and 100 at provincial level. 
He argued that these kinds of organisation were not truly operated as proper NGOs. He called 
these NGOs “one-day NGOs”. He commented:  
“They become active only when there is an issue that relates to their interest and even 
that can give them profit. They become passive or even never have any activities 
anymore once they finish addressing the issue. There is no idealism toward what they 
are supposed to do to support the community.”  
 
At kecamatan and the district level, Officer B2 observed, “I think the main reason of NGOs 
booming is because they cannot get a job from the company. Thus, they try to find a way to 
get ‘a piece of cake’ by establishing NGOs.” Officer B2 pointed out that these NGOs focused 
on social and environmental issues faced by the community in the mining circle area and 
never addressed any issues like government watch or corruption watch. He claimed that these 
NGOs’ activities were mainly aimed at monitoring the company and created problems for the 
company’s operation. Thus, he observed that when these groups addressed an issue they 
hoped they could gain attention and maybe a project from the company. 
 
At the provincial level, some of the NGOs are already well established and organised, as 
commented by Officer B2. They are concerned with the environment, public health, 
                                                 
75
 This is an organisation managed by individuals or a group of people who voluntarily provide services to the 
community without a common aim to benefit from the activities. This organisation is not part of the government 
and is categorised as a non-profit organisation. (You mention NGOs earlier in thesis. Should include this 
footnote on first mention.) 
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education or legal issues. At the national level, most of them are already well established and 
usually network with international NGOs. NGOs at the provincial and national levels that 
focus on environmental issues mostly have antipathetic attitudes toward the mining industry. 
In spite of this, Officer B2 stated that they were rarely willing to come directly to explore 
how the company carries out its operation. He noted that NGO representatives visited the 
company only twice a year. Interestingly, regardless of this being a multinational company, in 
the year when the researcher conducted the research almost none of the international NGO 
representatives ever visited the company, as noted by Officer B2. He asserted that most of the 
international NGOs obtained information about the company by cooperating with local 
NGOs who reside close to the mining area. He remarked that this kind of work accordingly 
became a source of income for community members. 
 
The ESR director asserted that NGOs often caused problems for the company. He pointed out 
two different types of NGO: the environmental and the mining NGOs. He noted that 
environmental NGOs were concerned about the environmental impact of the mining 
operation. He remarked, “With this kind of NGO, who demands compliance and transparency 
about environmental issues, we have no problems. We like that. We want to work with those 
guys.” In line with this, Participant D2 remarked that not all NGOs acted in opposition to the 
company. Instead, they become partners of the company in conducting community 
development programs. Participant D2 stated that the company made partnerships with local 
government and NGOs in conducting programs to develop the community. For instance, to 
identify the needs of the community the Community Development Department always 
organises a focus group. This focus group is usually facilitated by NGO members who are 
already well trained in exploring the community’s needs. 
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Conversely, the ESR director stated that it was very difficult for the company to fulfil the 
expectations of the mining NGOs. The main goal of these NGOs is to close down the mining. 
He asserted, “They want to stop us because at the end of the day we create a big hole in the 
ground as we dig up metal. That is their right, but unfortunately it is very difficult for us to 
fulfil. It is because if we do not have the mine we do not operate.” He added, “By the way, 
you do not have a pen in your hand and do not have a notebook because metal is important 
for our economy.” He also alleged that many mining NGOs do not care whether they speak 
the truth or not as long as they can get reactions and cause panic and problems for mining. 
 
7.3.  Tax and Government Relations  
During the Suharto era, the company was only obliged to pay the tax to the central 
government. In spite of this, as the ESR director noted, due to the decentralised system in the 
post-Suharto era, it was not only central government who required the tax but also the local 
government. “We could not refuse the tax required by the local government either”, the ESR 
director commented. Accordingly, as Participant A2 asserted, it was important to build a 
good relationship with local government to settle down the tax issues. 
 
7.4.  The Community’s Culture and Religion 
The other factor mentioned by the participants was the cultural factor. Participant A2 
remarked that there was a global guideline with regard to CSR from head office. However, he 
noted that the implementation was different from one country to the next, since each area had 
different characteristics. He commented: 
“Thus, we understand when the head company maintains that a company in each area 
must give benefit to the community and develop together with them. The head office 
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does not have to explain how we implement this principle since we understand more 
about our community.”  
 
The ESR director added that there was a general CSR policy out of headquarters and each 
operation modified and expanded the policy based on local culture, regulations and situations. 
He said, “Things that we do on this island will not work in Australia with Aborigines.” 
 
Participant A2 remarked, “If the company’s activities breach the cultural values or religious 
values of the community, then this big company or this External Relations Department is 
meaningless. That is the key!” This implies the importance of understanding and respecting 
local values in mining operations. Accordingly, the company employed local people who 
understood the community’s language and culture, Participant A2 commented. In line with 
this, Participant C2 pointed out, “Our friends at the Community Relations Department are 
local people who speak the same language and have the same culture. They live in the 
villages with the community. Well, not all of them are from the village where they must live, 
but they are local people from this district.” Participant A2 also commented that formerly he 
did not work at the mining site but then the company relocated him there. “I think it was 
because I am a local person. And during the transition from the Suharto to the post-Suharto 
era people became so wild. The community’s flame has increased. As a local person I can 
understand the community better.” 
 
Another cultural factor that is claimed to be the company’s concern is religion. Communities 
who live around mine areas of the companies studied are mostly muslim. The researcher did a 
fieldwork in this company during Ramadhan. The researcher witnessed how the local 
government released a regulation that obliged restaurants to open after muslim people broke 
their fasting in the afternoon around 6pm. If the restaurants opened, they would have 
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provided take-away food only. All restaurants’ glass windows were covered using paper. 
Similarly, the company’s dining hall opened in the early morning around 4am when the 
muslim employees needed to eat their sahur, a meal that Muslims have before starting their 
fasting. This opened again in the afternoon when they broke their fasting. Most public cafes, 
bars, and other entertainment places were also closed. These were gestures of respect to those 
who were fasting. They are examples how muslim values have become part of the 
community’s life.  
  
Buka puasa bersama is a medium for the company to socialise with the community. Buka 
puasa bersama is a community gathering held by the muslim community to pray and break 
their fasting during Ramadhan. Participant J2 said that every day at local mosques there was 
a communal prayer prior to breaking the fasting and the community relations officers were 
there. Participant I2 stated that it had become a routine schedule for them to organise buka 
puasa bersama with journalists. Participant F2 also noted that it was quite common for a 
local government leader to do safari ramadhan76. They visited several areas within their 
district. Whenever local leaders visited the villages around the mining area, Participant J2 
pointed out that the community relations officers had to come as well. It is a way for the 
company to show respect to local leaders and a way to lobby them. Participant I2 added, 
“One of the PR people will be there too to cover the event.” 
  
7.5.  Characteristics of the Industry 
Participant A2 remarked that the characteristic of the mining industry was also a factor that 
influenced the relationship between the company and the public. He explained that most 
                                                 
76
 Safari means journey. Thus, safari ramadhan refers to the activities of public figures, such as government 
people, during ramadhan to visit and get to know the community.   
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mining companies operated in remote areas. He pointed out that the company had to adapt to 
the conditions of the community where the mining was. He said: “We do not operate in a big 
city. We cannot just move many people that we want and own skills we need to this area. 
Instead, we should train local people. We also have to process the minerals in this area. We 
cannot move the minerals to the city and process them there.”  
Participant A2 asserted that it was not easy to deal with the community with a low education 
background. The mining industry is a new industry in the area. He argued:  
“We have to deal with the community who never see the mining industry before and 
suddenly this industry is there now. It is not our people who are stupid. We are all 
clever, right? But dealing with the community with a limited education and 
knowledge is so hard. This community will always be there in our mining area. They 
are our main stakeholder that we need to deal with.”  
 
Participant F2 noted that a mining industry was never free from social issues, such as land 
acquisition problems and employment demand. In relation to this, Participant A2 asserted: 
“You do not want this industry if you do not want its social impacts. We have to solve 
these impacts. Do not blame the community if their expectations increase. Why? It is 
because we are there. If we are never there, they will never know about this industry 
and they will not have many expectations.”  
 
Participant A2 pointed out two interests with two different risks if the company could not 
manage them well. The first is the interest of the communities who live around mining area. 
He remarked that if the company could not manage good relationships with them they would 
complain and would not accept them. “They could disturb our operation”, he added. 
 
The second is the interests of the external stakeholders, such as shareholders, the media and 
NGOs, which have consequences on the reputation of the company. Participant A2 observed 
that the mining industry was often accused of not being socially responsible, and causing 
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environmental problems. As the ESR director commented, mining NGOs, for instance, would 
do anything to stop the mining operations.  
 
Participant A2 remarked that the mining industry was often criticised by the external public 
because it exploited natural resources. He commented, “Even though legally we signed a 
contract with the government, we are perceived as robbers.” Accordingly, as he noted, 
despite the fact that the company did not ever deal with the customer directly like a consumer 
goods industry, the company needed to manage its reputation.  
 
Participant B2 gave another example of how the issues about the company had become a 
commodity to gain public attention: 
 “We are the only big company on this island. Thus we become the centre of attention. 
Sometimes we become a political commodity. If someone wants to be popular then he 
should make our company his main issue. Thus, people will listen to him. If he talks 
about another issue, people will not be interested. Thus, our company becomes their 
commodity.”  
 
The ESR director alleged that the public tended to talk about the negative issues about mining 
rather than the positive ones. He gave an example of the case in 2006 when the community 
burnt the exploration camp: 
“It was our people who were put in danger when the community burnt the camp. But 
it turned out that the public at large thought negatively about us. Even though if you 
went there, you could not even see where our mining operation was. It was because 
we have managed everything in a minimum impact. But again mining is a very easy 
industry to hate ... very easy.” 
 
He added, “I can show you binder after binder of good news articles about our company. But 
nobody reads them because it is good news. If you have a failure in Mining A where seven 
people are killed, for instance, everybody hears and talks about it.” He observed: 
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“The average public only hears about the hole in the ground that the company makes. 
Indeed, at the end on the day there is going to be a big hole in the ground. I cannot 
stop that. So we have to reduce the adverse impact of that as much as possible. And 
I’m sure you saw the reclamations program as one example of our program.” 
 
Understanding the condition of public perception of the mining industry, Participant A2 
noted the importance of the company to manage its reputation. In line with this, the ESR 
director asserted, “Reputation management is very tough in mining. This condition makes PR 
and reputation management extremely difficult jobs to do.” The ESR director remarked on 
the function of the External Relations Division to manage reputation. Participant A2 also 
raised the importance of PR to publish their CSR programs. 
 
8.  Summary of the Findings 
The participants noted that they could not comment on the practice of CSR and PR during the 
Suharto era, as the company started its operation after Suharto stepped down. In spite of this, 
they asserted that they have learned from other companies’ experiences in handling the 
community’s behaviour towards mining companies due to political changes. Accordingly, as 
asserted by the participants, the company has allocated resources to manage relationships 
with the community. The External Relations Division, which is responsible for handling CSR 
and PR, is the biggest supporting unit in the company.  
 
This study aims to understand how perceptions of an organisational environment among PR 
practitioners and top managers of mining companies influence the way they conduct their 
CSR and PR functions. This study revealed that CSR was perceived as the company’s 
compliance towards the CSR global standard as well as the Indonesian law, which obliged 
natural resources-based companies to conduct environmental and social responsibility 
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programs. This study found dominant self-interest motives in the company conducting their 
CSR. CSR was perceived as a medium to build good relationships with the community in 
order to protect the company from any disturbances and to get a social licence from the 
community to operate. In other words, CSR was conducted to gain legitimacy from the 
community. The participants also believed that their CSR would enable them to build a good 
reputation. 
 
The communication function was perceived as the most crucial function of PR. Due to 
negative public perceptions about mining industry, the participants perceived reputation 
management as their main priority. PR was enacted to portray the organisation’s behaviours 
to be in line with public expectations. This is a symbolic management approach to gain public 
legitimacy. Further, this study found that reputation has become the concern of the company 
to maintain their international share price. Accordingly, PR was enacted to support this 
reputation management effort through its communication and publication functions. 
  
Participants noted the important relationships between CSR and the communication functions 
of PR. This communication function was enacted by the Community Relations Department, 
Government Relations Department, and PR Department. The findings show that the 
participants perceived the community, the local government and the media as their main 
stakeholders in addition to their shareholders.  
 
Participants asserted that their CSR and PR practices are shaped by their response to several 
factors. The expectations of the community towards the company were perceived as factors 
that often led to conflict between the company and the community. The participants asserted 
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that they needed to constantly negotiate with the communities to get social licence to operate. 
Therefore, the company enacted CSR, which focused on community development to reduce 
their expectation towards and dependency on the company. PR was enacted to make the 
community understand the conditions of the company. PR practitioners enacted issues 
management functions to identify, monitor, and assess public opinion. Further, participants 
asserted that due to the community’s cultural and religious values, the company chose local 
people as their field officers to facilitate communication and relationships between the 
company and the community. Finally, participants asserted that as a mining industry they are 
never free from negative images. Therefore, reputation management is crucial. The company 
has a PR division whose main responsibility is building image through media relations and 
publications. Participants also remarked that CSR is a tool to support this reputation 
management.
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1.  Introduction 
This chapter aims to present the results of interviews with seven participants from the state-
owned company. Pseudonyms are used and the titles of the participants are removed to 
protect their identity. The participants are named as Participant A3 through to Participant G3. 
The number “3” behind the pseudonym represents the state-owned company. 
 
Unlike the two companies presented above, the study of this state-owned company includes 
units from the head office and the mining site office. This is because the CSR and PR 
functions in the mining site must be coordinated with the head office. First, the organisational 
structures of the company at the head office and the mining site office are presented to show 
the position of the units being studied. This chapter then presents the participants’ profile to 
provide context. Next, the participants’ views about CSR, PR, and the interconnection 
between these two functions are described. During the interviews participants also mentioned 
four factors that they believed shaped their CSR and PR practices. These include: (1) social 
and political changes in the post-Suharto era, (2) the lack of the community’s educational 
background, (3) the community’s “instant” culture, and (4) the dominant role of community 
leaders. 
 
2.  Organisational Design and Unit Profile 
At the head office, PR and CSR are managed by two different units: the Public and Internal 
Relations Unit, which manages PR functions; and the CSR Group Unit, which is responsible 
for CSR programs. This study involved participants from these two units. The PR Unit 
CHAPTER 8. THE STATE-OWNED COMPANY 246 
 
studied is under the Corporate Secretary. As stated by Participant A, when the company sold 
its share through the stock exchange in 1997, it was required to have this Corporate Secretary 
Unit handle shareholder relations. Thus, the Corporate Secretary Unit was established to fulfil 
this requirement. In the organisational structure, the Corporate Secretary Unit is classified as 
a supporting unit that has direct access to the president director. This is different from any 
other units that are classified as techno-structural units, which are responsible for the mining 
operation. 
  
Under the Corporate Secretary, there are three units: Legal Affairs, Public and Internal 
Relations, and Investor Relations. Participant A3 explained that the PR function of the 
company was managed by the Public and Internal Relations Unit. Participant B3 pointed out 
that this unit is mainly responsible for managing internal communication with the employees 
and media relations. Meanwhile, relationships with the investors are managed independently 
by the Investor Relations Unit. Participant A3 stated that since the company went public and 
sold its shares through the stock exchange, the Investor Relations Unit has an important role 
to manage communication and maintain relationships with shareholders. The Legal Affairs 
Unit mostly relates to the compliance issues. This unit is also responsible for handling 
relationships with the government as the regulator. 
 
As explained by the participants, the CSR function at head office is managed by the CSR 
Group Unit. Participant B3 noted that the company started to develop the area since the 
company initiated its exploration in 1981. Participant B3 asserted that the programs were not 
at first called community development programs or CSR programs. Participant D3 pointed 
out that these programs were originally managed by the General Affairs Unit. Participant G3 
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remarked that after 2000 the programs were called community development programs as this 
term started to become more familiar to the public. Participant B3 added that in 2005 the 
company established the Community Development Group to manage the program. 
Participant B3 observed that some other big companies, such as Unilever, establishing a 
foundation to handle CSR programs had encouraged the company to establish this 
Community Development Group.  
 
Participant F3 remarked that the Community Development Group was responsible for 
handling the “partnership and environmental development”77 program, which was a 
government directive program to develop the community, as well as the community 
development program, which was the other program to develop the community managed 
independently by the company. Participant A3 noted that in September 2007, one month 
before the researcher conducted the interviews, the company changed the name of this group 
to the CSR Group. Participant A3 pointed out that the company changed the name since CSR 
has a broader meaning than community development. He added, “Recently CSR has become 
an important issue. Accordingly, we need to change the name to show that we [are] also 
concerned with CSR.” This unit is categorised as a supporting unit under the Director of 
General Affairs and Human Resources. 
 
The position of the units that are responsible for PR and CSR functions are shown in Figure 
14. This chart indicates that these functions are managed by two different units and do not 
have a coordination link between them.  
                                                 
77
 This is a program controlled by the government through the State Minister for State Owned Enterprises. 
Every state-owned company must conduct this program. 
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SVP Senior Vice President 
SM Senior Manager 
ASM Assistant Senior Manager 
 
 Unit which is responsible for PR 
 Unit which is responsible for CSR 
 
Figure 14. Organisational Chart of the State-Owned Company at the Head Office 
Adapted from the company’s document 
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At the mining site, PR and CSR functions are managed under the same department: Public 
Relations (PR) and Community Development. Participant E3 noted that this department was 
established in 2000. It is divided into three units: Community Development, Public Relations, 
and Security. The manager of the PR and Community Development Department does not 
have direct access to the Senior Vice President (SVP). Instead, this department is under the 
coordination of the SVP of Finance and Human Resources. Three participants from the PR 
and Community Development Unit took part in this study. 
 
Participant B3 remarked that the company had decentralised its authority. This means each 
mining site manages its own operation. On the mining site the PR and Community 
Development manager reports to their SVP of Finance and Human Resources. However, 
when it comes to general statements about the company’s policy to the media, Participant C3 
pointed out that the SVP of Corporate Secretary at the head office was the only spokesperson 
of the company. Participant C3 added that the PR people at the mining site have to get 
approval for their press releases from the PR office at the head office. The department at the 
mining site must also report their activities to the PR Unit at the head office, which is 
responsible for compiling and publishing the Annual Sustainable Development report of the 
company. 
 
Participant F3 explained that the partnership and environmental development program and 
the community development program were operationally conducted by the Community 
Development Unit at each mining site. However, as Participant F3 asserted, the programs 
were controlled and monitored by the CSR Group Unit at head office. Participant F3 stated, 
“We at the head office have to make the report to the government every three months and to 
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the board of directors every month.” Participant F3 added that annually the company 
organised the CSR Group meeting, which was attended by community development staff 
from all mining sites. The company invited the representative of the Ministry of State Owned 
Enterprises to the meeting to explain the partnership and environmental development 
program. Thus, as Participant F3 indicated, at the operational level the company had to 
follow procedures as directed by the government. 
 
The position of the unit responsible for PR and CSR functions is shown in Figure 15. What 
this study found from this organisational chart is the absence of the phrase “corporate social 
responsibility” in all units. Instead, the phrase “community development” is used to name the 
unit that is claimed to be responsible for CSR programs. 
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SVP Senior Vice President 
AM Assistant Manager 
Units responsible for PR and CSR 
 
Figure 15. Organisational Chart of the State-Owned Company at the Mining Site 
Adapted from the company’s document 
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3.  Participants’ Profiles 
3.1.  Position in the Organisational Chart 
A total of seven people participated in this study. Four of them were from head office and 
three of them were from the mining site office. The participants consisted of three groups: a 
group of top management, a group of those responsible for handling PR, and a group of those 
responsible for handling CSR. The top management was represented by a senior vice 
president from head office. This Senior Vice President is directly responsible for the PR 
function of the company and has direct access to the president director. The participants from 
the unit responsible for PR consisted of two people from head office and two from the mining 
site. Their positions were assistant senior manager, assistant manager and officer. The 
remaining two participants were responsible for CSR programs. These included one assistant 
senior manager from head office and one assistant manager from the mining site.  
 
3.2.  Professional Background 
The professional background of the participants is based on the number of years they have 
been working in the company and in which unit. On average the participants had been 
working in the company for 15 years. Only one participant reported three years experience in 
the PR Unit. The other six participants’ working experience ranged from 13 to 27 years. The 
position of these six participants varied from assistant senior manager to officer.  
 
All three participants from the mining site had work experience from 13 to 17 years. They 
noted that they had worked at the other mining site of the company before they were offered 
a position at the mining site studied. One participant pointed out that they used to be part of a 
marketing team at the other mining site. He commented, “Maybe because of my marketing 
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background the management assumed that I have an ability to communicate well with the 
public. Therefore, they offered me a position in the PR Unit.” The other participant had 
worked as a mining field officer for about nine years before he was offered a position as an 
officer at the PR Unit. He stated that he was moved to the PR Unit due to his health condition 
that prevented him from working in the mining field. The third participant had worked at the 
mining field for about 17 years. He was then offered a position in the Community 
Development Unit.   
 
The length of service of the four participants from head office varied from three to 27 years 
work experience. There was one participant who had been working for the company for three 
years only. She stated that she was a new graduate and started her career as a staff member at 
the PR Unit until she was offered a position as a senior assistant manager of this unit. 
Another participant from the PR Unit had 15.5 years work experience. She started her career 
as a secretary at the General Affairs Unit, which was previously responsible for handling 
programs to develop the community. She worked at this unit for five years. As the company 
sold its shares to the public in 1997, she was moved to support the investor relations activities 
at the Corporate Secretary Unit. She had the same position as a secretary for 10 years. Then 
she was moved to support the PR Unit from early 2007. The participant who had the longest 
work experience – 27 years – stated that before she was in her position as an assistant senior 
manager for CSR programs, she worked at the Finance Unit for 25 years. Finally, the 
participant, who represented top management, had been working at the company for 17.5 
years. Before he was appointed as a Senior Vice President, he worked at the Legal Unit for 
17 years. 
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3.3.  Educational Background 
Educational background refers to the field of study and qualities of the participants. The data 
showed that the participants’ educational background varied. There was no specific pattern 
that indicates the relationship between fields of study that the participants took with the 
position they have in the organisation, except for one participant from the PR Unit who 
studied journalism. This staff member mentioned that her main responsibility was handling 
media relations and this matched her journalism background. The representative of the top 
management has a law background. Others who work in PR Unit have either an accounting, 
secretarial, or teaching educational background. The participant responsible for CSR at head 
office has a finance background. The other participant who is responsible for CSR at the 
mining site did not mention his educational background. However, he noted that he did not 
have an educational background that relates to mining operations.    
 
4.  Participants’ Perceptions of Corporate Social Responsibility  
4.1.  The Government’s Directive Program 
When participants were asked what they knew about corporate social responsibility, not all 
seemed familiar with this term. Among those who seemed familiar were the top management 
and one participant from the PR Unit. They commented that this term was still very new for 
the company. Other participants did not give answers straightaway. Instead, they asked the 
researcher to confirm whether CSR was the same as the “partnership and environmental 
development” program. The researcher did not confirm this since the study aims to explore 
what they perceive about CSR. As commented by Participant F3, “I am not sure what CSR is. 
I am still confused about this. I do not know if someone asks me about this.” This issue did 
not influence the process of the interviews, as those participants then affirmed that CSR in 
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their company was articulated as “partnership and environmental development” program and 
community development program. 
 
Participant G3 explained that as a state-owned company, they were obliged to carry out the 
partnership and environmental development program. He explained that as a state-owned 
company, they were obliged to carry out this program to support the government 
development programs. This is a program that is controlled by the government through the 
State Minister for State Owned Enterprises. This program focuses on community.  Participant 
F3 explained that the program was in two parts. First, partnership programs are designed to 
support and increase the capability of a community’s small business to be independent. 
Environmental development programs are designed to develop public infrastructure, 
education and training programs. Participant F3 pointed out that these programs also aimed to 
provide support to recover from the impact of natural disasters and other environmental 
issues. Participant F3 stated that all state-owned enterprises have to allocate up to 2% of their 
net profit annually for these programs. Further, Participant G3 stated, “After 2000 we started 
to conduct community development programs. These are additional programs apart from the 
partnership and environmental development program, which are independently run and 
funded by the company.” 
 
Participant F3 remarked that many employees in the company used to think that the 
partnership and environmental development program was not important. She noted that not 
many employees were willing to get involved in this program.  She gave an illustration: 
“There were complaints from some employees. They would not be happy if they were 
relocated into the partnership and environmental development program unit. They 
would feel alienated. There was a perception that those who were relocated to this unit 
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were considered as useless and unproductive employees. Really ... There were many 
people said like that!” 
 
In spite of this, Participant F3 noted that there was a change in the employees’ perception of 
this unit since CSR became a trend. As she said, “Now what we are doing has become a trend 
as people talk about CSR. And now many employees are interested to handle our partnership 
and environmental development program.” 
 
4.2.  Community Development Programs 
During the interviews, the researcher found that CSR was perceived as another term for 
community development program. There is no further explanation about what they meant by 
“community development program”. Participant A3 noted, “Actually CSR started to be a 
popular term just recently. It used to be community development. CSR is just its new name.” 
He claimed that the company had started to develop the mining area since this industry 
commenced in Indonesia, far before people talked about CSR. He stated, “We are an agent of 
development. Wherever we operate we have to socialise with the environment. We build 
schools, hospitals, etc.”  
 
Participant G3 explained that before 2000, the company mainly conducted a donation 
program for the community. From 2000, he noted that the company started to develop the 
community development program as an additional program separate to the partnership and 
environmental development program. This program was independently budgeted and 
managed by the company. He mentioned that this community development program was 
dominated by infrastructure building. Then it was followed by an education program. 
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4.3.  Medium to Secure the Mining Operation 
CSR is perceived as a shield that protects the company from conflicts with the community. 
Participant F3 commented, “If there is demonstration from the community, our company 
cannot operate. If we cannot operate, this influences our selling and even further influences 
our share price. It has an impact on the national as well as international market.” In this case, 
Participant F3 noted that CSR became the company’s strategy to avoid conflict with the 
community and make shareholders happy. She alleged, “Using a house as an analogy for the 
company, community development as well as partnership and environmental development 
programs are like fences around the house protecting the company when there is a conflict 
with communities.”  
 
Further, Participant F3 agreed that community development programs were important to 
attract more investors. Initially all of the company’s shares were owned by the Indonesian 
Government. However, in 1997 the company sold 35% of its shares to the public. 
Accordingly, as a publicly listed company, there is still a need to build a good image to 
attract investors. As stated by Participant F3, “If there is a demonstration from the 
communities and it is exposed by international media, this will influence the price of our 
shares. The price may drop significantly.”  
 
5.  Participants’ Perceptions of Public Relations 
Participants perceived PR as a communication function aiming to build a good corporate 
image. They noted that this communication function was conducted by the PR Unit at the 
head office in Jakarta as well as by the PR Unit at the mining site. Participant B3 noted that 
the PR Unit at the head office mainly focused on relationships with the media and handling 
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internal publications. At the mining site, Participant D3 pointed out that the PR Unit focused 
on the local issues and relationships with the community. Participants noted that between 
these two units there was coordination especially when it came to media publicity. How the 
participants perceived PR is described below. 
 
5.1.  Media Relations Functions 
Participant B3 stated that her main job as a PR practitioner of the company was mostly 
handling media relations. She explained, “I must handle press conferences when there is a 
general meeting of shareholders. I arrange schedules if there are journalists who want to visit 
the mining. I also handle media clipping and monitoring.” Participant A3 also remarked that 
due to the increasing number of media, since there were more private TVs and local 
newspapers, the media relations functions of PR had become more important. He said, “We 
need to monitor all those media just in case there are any negative issues about our 
company.” He commented that communicating with journalists was not that easy. As he 
indicated: “It is difficult to talk to journalists, especially when they ask something that we 
cannot publish yet. And each journalist usually wants to get information first. It is not easy to 
handle them.” In spite of this, he claimed that staff members from the PR Unit had built good 
relations with journalists. He added that media relations were important to publish the 
company’s activities to the public in order to build a good image.   
 
Media relations activities were also conducted by the PR Unit at the mining site. As 
commented by Participant E3 from this unit, “We maintain relationships with local media 
people. We conduct an open house or press tour for journalists to visit the site.” Participant 
D3 added, “We need to publicise our activities in the media, especially local media.” In 
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relation to this, Participant C3 pointed out that PR practitioners at the mining site had to 
contact the PR Unit at the Jakarta office before giving statements to journalists or responding 
to news on the media. She remarked that sometimes PR staff at the mining site did not make 
confirmation first with head office. She commented, “Suddenly they just said something to 
the media ... It should not be like that. The one who should be the main corong78 of the 
company is our Corporate Secretary ... It should be through PR Unit here.” She maintained 
that the PR Unit at head office must ensure that the statements given to the media did not lead 
to a negative image about the company. 
 
5.2.  Internal Communication Functions 
Participant B3 remarked that the PR Unit at head office was responsible for internal 
publications. She noted that the PR Unit was responsible for managing the bulletin for 
employees. She commented that it should be a three-monthly bulletin. However, due to there 
not being enough articles and a lack of motivation among employees to write, sometimes it 
was published only once or twice a year. 
  
The PR Unit was also responsible for handling the intranet, as noted by Participant B3. She 
added, “We upload media clippings into our intranet. Thus, all employees are able to know 
what the media says about us.” She asserted that the website was also a critical medium to 
communicate the company’s activities. However, she stated that the website was managed by 
the Investor Relations Unit. She noted, “It is because the website mainly aims to publish 
information that is important for investors.” Participant C3 remarked, “We compile all 
                                                 
78
 Corong is an Indonesian word meaning loud speaker. 
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community development activities into our annual report. This annual report is also published 
on our website.” 
 
5.3.  Internal Event Organisers 
Participants said that at head office the PR Unit was perceived as an internal event organiser. 
Participant B3 commented, “Colleagues from other units often asked PR staff to help them 
organise their events.” Participant C3 added, “I think other employees perceive us as an 
internal event organiser. That is what we are mostly doing as PR people.” Participant B3 
noted that most of the time staff from the PR Unit did clerical work, such as preparing an 
exhibition or an opening ceremony of a new school built by the company. She commented 
that she asked other units not to ask them to do too many clerical tasks. She said, “If they 
asked us to book hotels and catering, we give them the list of hotels and catering companies 
and let them to arrange. There are only two people in this department. We cannot do it.” 
 
Participant B3 remarked that she was not happy with the treatment towards PR people who 
were expected to perform mainly clerical work. She stated that PR should be in a more 
strategic position and not perceived only as an internal event organiser. She added that since 
the company sold its shares to the public, investor relations had become the company’s 
priority. She said, “PR has become the second layer.” 
 
5.4.  Community Relations Function 
Participants pointed out that PR at the mining site mainly focused on relationships with the 
community. As commented by Participant G3, “Our PR people are front liners who inform 
the community about the company’s activities as well as monitor the community’s activities.” 
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Participant D3 remarked, “PR at the mining site is ‘the arm extension’79 of the head office.” 
He explained, “The aim of our PR function at the mining site is the same as the one at the 
head office, which is to build a good corporate image. But our PR here does not focus on 
relationships with media people but relationships with local people.” Similar to this response, 
Participant E3, who resides at the mining site, stated, “PR here is ‘the mouthpiece 
extension’80 of the company to build a good image among local people here.”  
 
Participant E3 claimed that PR conducted a two-way communication with the community. He 
said that PR became a mediator to absorb the community’s aspirations and communicate 
them to management. At the same time, he added, PR communicated the company’s policy as 
well as the company’s image to the community. He stated, “Thus, there is a reciprocal 
relationship between the company and the community. There will be a balance between the 
company’s interests and the community’s interests.” He also remarked that the company 
needed to absorb the community’s aspiration to avoid any conflict with them. As he 
commented, “We need to create a conducive environment and avoid any conflicts of interest 
between the company and the community. Why? If there is a community riot this will lead to 
the loss of the company. We must handle this, since we live among the community.” 
 
Participant D3 pointed out that the PR Unit at the mining site also managed relationships with 
government people. He said, “Our main priority is building relationships with government 
people at kecamatan which includes ten villages. We categorise them as Ring 1. Then the 
district level is categorised as Ring 2, and the province level is Ring 3.” Participant E3 added 
                                                 
79
 This term shows that the PR Unit at the mining site has become an executor of what head office decides. 
80
 This term shows that the PR Unit at the mining site has become a facilitator to repeat, deliver and expand on 
messages from head office. 
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that at the kecamatan level, this included the relationship with Muspika81, which consists of 
Koramil82, Polres83, and Camat84.  
 
Participant D3 remarked that the company was perceived by kecamatan’s leaders as part of 
their public and always invited to their weekly meeting, called rapat minggon85, together with 
other community members. He noted that this meeting had become a medium for PR to 
maintain communication with kecamatan’s people as well as other community members, 
such as village leaders, and other community group leaders who also attended the meeting. 
He explained that kecamatan organised this meeting as a medium for Camat to consolidate 
with all stakeholders in kecamatan as well as to give instructions to the village leaders. 
During this meeting, Camat try to get input and aspiration from the community members. 
Participant D3 commented, “We are usually invited to this meeting as they [kecamatan 
leaders] believe we can contribute something to their program.” 
 
Participant D3 pointed out that the PR Unit at the mining site maintained a relationship and 
communication with the police. At the kecamatan level, he noted the importance of 
maintaining communication with the Mobile Brigade86 personnel. He stated that in 
conducting some of the environmental development programs the company needed support 
from Mobile Brigade personnel. The environmental development programs include recovery 
                                                 
81
 Muspika is the Indonesian abbreviation for Musyawarah Pimpinan Kecamatan. This is the subdistrict or 
Kecamatan Board consisting of a head, a police chief and a military chief. 
82
 Koramil is the Indonesian abbreviation for Komando Rayon Militer. This is a military corps at the kecamatan 
level. 
83
 Polres is the Indonesian abbreviation for Polisi Resort. This is a police corps at the kecamatan level. 
84
 Camat is a subdistrict or kecamatan leader. 
85
 Rapat Minggon are Javanese words. Rapat means meeting. Minggon means weekly. Most of the community 
in the mining area are Javanese people. 
86
 Mobile brigade is a paramilitary organisation used primarily as an elite corps for emergencies. The members 
are trained and organised along military lines. This brigade supports police operations that require units to take 
quick action, such as to handle riots or mass demonstrations and natural disaster.  
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programs from the impact of natural disaster and other environmental issues. Participant D3 
commented, “Fortnightly they [mobile brigade unit] always change their personnel to assist 
our company. Thus, we need to provide them with current information about our company 
and our program.” 
 
Participant E3 remarked that PR people always attended some formal events organised by the 
government and the military institution. He noted, “We are often invited by the Health 
Department when they initiate a new health program for the community. We always attend 
the military anniversary day. Or when there is an inauguration of a new Camat we are always 
there too.” 
  
Participant D3 pointed out that he used a personal and informal approach in building good 
relationships with government representatives and community members. As he commented:  
“We do something relaxing. With Polda87 personnel we usually play badminton. With 
Bupati88 we often go out for a dinner. At the village level, they usually have a 
paguyuban89. We invite members of paguyuban to go to the city and have a dinner 
that they never had before. We took them to Hanamasa90 restaurant. So they will 
know something new, not only eat pepes91 all the time. Thus, we entertain them.” 
 
He asserted that with this approach it was easier to get acceptance from them. As he 
commented, “As a compensation, if we ask their help they will listen to us.”  
 
Participant E3 remarked that PR staff visited villages regularly. He commented, “The visit 
enables us to build close relationships with the community members. This will avoid conflicts 
                                                 
87
 Polda stands for Polisi Daerah. This is a provincial police corps. 
88
 Bupati is a government leader at district level. 
89
 Paguyuban refers to an informal group of people. This can be a cultural group that aims to nurture a certain 
culture, or it is just like a circle of friends. 
90
 Hanamasa is the name of a Japanese restaurant. 
91
 This is the name of their traditional food. 
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with them. Why? If they already know about us they will hesitate to complain. This will be 
different if we never meet or visit them.” He added, “What is the meaning of a glass of coffee 
and a piece of cigarette if then we can have a nice chit-chat like a family with them? Thus, 
they can feel that they own the company and we also own the community. There is a sense of 
belonging.”  
 
Participant E3 admitted that PR people mostly visit opinion leaders or religious leaders or the 
elderly people among the community. Participant D3 stated that the company often invited 
those key persons to visit the company. He remarked that the community’s key persons 
organised a Communication Forum in which some of the community leaders as well as PR 
people became its members. “This forum becomes our medium to maintain relationships with 
key leaders,” he asserted. 
 
Participant E3 emphasised the importance of maintaining relationships with religious leaders. 
He maintained that the majority of the communities were muslim. He noted that there was a 
popular pesantren92 in the mining area. He commented, “We often visit the pesantren. 
Regularly we invite their leaders to be the Imam at the mosque at our company. We also 
invite them to our Qurban93 celebration.” He added that the community and leaders of the 
pesantren were perceived as part of the company as well. 
 
                                                 
92
 Pesantren is an Islamic boarding school. This is a special school for those wanting to learn Islam. This school 
is chaired by a kyai, who is an expert in the religion of Islam.    
93
 Hari Qurban or Eid al-Adha or festival of sacrifice is a muslim celebration to remember the obedience of 
Prophet Ibrahim who was willing to sacrifice his son Ismail. To celebrate this event, Muslims who can afford to 
do so sacrifice domestic animals, such as goats and cows, as a symbol of Ibrahim’s sacrifice. They then 
distribute the meat among people, especially to those in need.   
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Besides attending formal meetings and building informal personal relations with the 
community members, Participant E3 noted that PR people also used “semi-informal” events 
to maintain relationships with the community. What he explained as semi-informal events 
were the events organised by community members, such as kerja bakti94, sport competition, 
and religious celebrations. He stated that PR people often participated in these social 
activities. The company’s participation can be in a form of sponsorship or participation in 
sports competitions. He gave another example: 
“Every year we have a village competition to celebrate our independence day on 17 of 
August. Starting in early August, we conduct kerja bakti to clean the area around their 
house and village. They do it in a gotong royong95 way to dress up their village. We 
participate in this kerja bakti since we are members of the community.” 
 
5.5.  ‘Penyuluh’96 or Educator 
Participant E3 observed that in their company, PR staff take a role as penyuluh. This is a role 
to educate the community. He explained that in the post-Suharto era, the number of illegal 
miners has increased. Most of them are from communities around the mining area. He noted 
that they did not really care about safety when they mined the area. In addition, as he stated, 
if there was pollution because of their activities, the public might blame the company. 
Accordingly, he asserted that PR staff needed to educate them about the danger of their 
activities for themselves as well as for the environment. Participant D3 added that PR people 
were also responsible to introduce the mining industry to the community, since this industry 
was still something new for them. The lack of educational background of the community is 
another factor that leads to the need for this role. 
                                                 
94
 Kerja bakti is a spontaneous and voluntary work organised by community members to clean their area. Kerja 
means work and bakti means devotion.  
95
 Gotong royong is an Indonesian term that means work hand in hand with each other.  
96
 Penyuluh or Extension refers to a person who educates the community to understand a new technology or 
system. Penyuluh or extension assists rural families to apply science to their farming, as well as family and 
community living. This term is commonly used to call those who assist the farmer to adopt a new agriculture 
system. They are known as penyuluh pertanian or agriculture extension. 
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6.  Participants’ Perceptions of Relationships between Corporate Social 
responsibility and Public Relations  
Participants emphasised the importance of PR people to support the Community 
Development Unit in conducting community development programs. First, they noted the 
role of PR in understanding the view of the community. Participant G3 remarked that PR 
people helped the Community Development Unit to explore the views of the community. He 
stated, “We [the Community Development Unit], together with PR people, identify the 
community’s needs as well as their potential. We combine the data from our unit with the one 
from the PR Unit and make a social mapping.” Participant D3 commented:  
“The community members usually share their needs or opinion in the rapat minggon 
where we always attend. We would like to know what their needs are, whether they 
need to renovate the school, or maybe they need more electricity connections. We 
then communicate their needs to the Community Development Unit who will follow 
them up.” 
 
Participant D3 gave an example of how PR people have a direct contact in responding to the 
community’s request: 
“When we made known our on-the-job training, some community members came to 
us. They said that the community planned to build a private SMP97. They claimed that 
the program was supported positively by their community leaders, including religious 
leaders and elderly people in the community. They hoped that the company would 
morally support them. In responding to this request, we explained that the community 
must contact the local government and fulfil all requirements. In other words, we 
emphasised that the company would support them as long as the community also 
[became] actively involved in the program and became the main player. Thus, in this 
case we really had a direct conversation with the community.“ 
  
Participant E3 pointed out that sometimes the PR person could not give the answer directly to 
the community’s proposal. Instead, the PR person became a mediator between the community 
and the Community Development Unit. As he explained: 
                                                 
97
 SMP stands for Sekolah Menengah Pertama. This is equivalent to junior high school.  
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 “When we [PR people] visit the villages, often they give us their program proposal. 
We hand in the proposal to the Community Development Unit who will assess and 
follow up the proposal. The community development staff will decide whether the 
company will approve the proposal or not, whether the company will support 
financially and how much, or whether the company will support physical materials for 
the programs. Thus, we have a significant contribution here.” 
 
The second contribution of PR to the Community Development Unit as mentioned by the 
participants was to disseminate information about community development programs to the 
community and to the other stakeholders. Participant D3 pointed out that it was important for 
the company to make sure that the public know what the company has done for the 
community. He stated:  
“We communicate to the public what the company has done to develop the 
community. We socialise our community development programs among the 
community. Thus, they will be able to accept us as a good company. When there are 
guests, such as university students or journalists who visit our company, we also 
explain to them about our community development’s achievement.”  
 
Participant E3 added that as a PR person he delivered a message to the community that the 
company was concerned about the community’s needs, such as infrastructure building for an 
irrigation system, education program, religious place, and Madrasah98.    
 
Participant E3 added that media relations activities also supported the company in publishing 
the programs. He commented, “We invite journalists to cover our programs, such as when we 
and the community members initiate our school building program. We gave a chance for 
journalists to interview our management as well as community members.” This media 
relations function is also conducted by the PR Unit at head office.  
 
                                                 
98
 Madrasah is a muslim school. 
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In spite of this, Participant B3 commented that the contribution of the PR Unit was still at the 
surface only, to polish the Community Development Unit’s message in communicating their 
program. She said, “We just become a back-up unit. We have not been involved in designing 
the content of the programs.” She added, “They should not only ask us to contact journalists 
to cover their activities or ask us to write a press release. Instead, they involve us since the 
beginning, when they design the program. Thus, we also understand the core of the program.” 
She noted that the PR and CSR units can support and communicate with each other in 
designing the program. She asserted that ideally these units should be integrated.  
 
Besides communicating the community development program to the public, Participant D3 
remarked that PR people also published the company’s environmental concern. He 
commented, “We have followed the ISO14001.99 Thus, we take our environmental concern 
seriously. We never cover up if there are NGOs who want to know about how we manage our 
production waste. Please go ahead ... because we have followed the rules.”  
 
Third, Participant E3 commented that the PR person took an important role as a penyuluh. He 
noted that PR helped the company to make the community understand the policy of the 
company regarding community development programs as well as to encourage the 
community to be more independent. He gave an example: 
“When a village needs a budget of 500 million for a clean water system, we explain 
that we cannot support them 100%. We may be able to support only 200 million and 
the rest of it the community must find their own resources, such as by getting support 
from the local government. We make them understand that we support 10 villages and 
we have a limited budget. This is one important PR role as a penyuluh.” 
   
                                                 
99
 ISO 14001 is an environmental management standard that aims to assist organisations to protect the 
environment, prevent pollution, and improve their environmental performance. 
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Participant D3 remarked that the role as penyuluh was important due to the level of education 
of the community. He noted that some of the community members were still uneducated or 
had a low education background. He added that mining industry was a new industry for them. 
Thus, the company needed to educate them, he asserted. 
 
Participant G3 mentioned that personal relationships with the community’s leaders had 
supported the company in solving conflicts or misunderstanding with the community. He 
stated, “Sometimes when there is a village leader who is not happy because his demand has 
not been approved by the company, we come and visit him. We bring coffee, biscuits and 
cigarettes for him. We approach him and try to make him understand the company’s 
condition.” Further, he claimed that the community’s leader would understand. As he said, 
“They will be softer. Alhamdulilah100 they feel hesitant to complain to us. They respect us.” 
 
7.  Factors Shaping Corporate Social Responsibility and Public Relations Practices  
7.1.  Social and Political Changes in the Post-Suharto Era 
The participants pointed out that the social-political changes after Suharto stepped down in 
May 1998 led to community behaviour changes towards the company. Participant E3 
remarked that in the reformation era,101 the community was brave enough to complain or 
even to show their unhappiness towards the company.  Participant D3 added, “When we 
started our production in 1994, the community accepted us. We did not have any problems. 
                                                 
100
 Alhamdulilah is an Arabic phrase means praise to God. Muslim people usually say this to express how happy 
they are with the condition they have. 
101
 The post-Suharto era is also called a reformation era in which Indonesia has become a more open and liberal 
political and social environmentally conscious country. 
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But since 1998, the community started to speak up. They even attacked our mining site or 
blockaded the access road.“ He gave an example: 
“There was a project tender which was supposed to be followed by the employees’ 
groups only. However, the leader from village B wanted to handle the project. He 
mobilised his people to blockade the access road to the company. We then negotiated 
with the winner of the tender. We gave them another project that still needs their 
skills, and the project that they won was given to Village B. And after that the 
community opened the blockade.”  
 
Participant D3 further commented, “They [the community] often use this kind of ‘cowboy’ 
approach to put pressure on our company.” 
 
Participant A3 asserted that before 1998, the community never had a demonstration. But in 
the reformation era he admitted that conditions had changed. He noted that the community 
felt that the company’s contribution to the community was still not enough, even though the 
company had made some progress. Participant D3 observed that the community’s demands 
mostly related to financial support from the company. He commented, “They never claim 
about the environmental impacts of mining. It is because generally they do not understand 
our activities.”   
 
Participant G3 remarked that in the reformation era people became irresponsible as they just 
wanted to demonstrate demanding many things. He commented, “Indonesians were not ready 
yet with this democratic atmosphere.” He noted that the community was not ready for this 
reformation era either. He observed, “The community became so arrogant. They thought they 
knew everything and demanded that the company fulfils their wants.”  
 
Participant G3 observed that this condition was worsened by a “must principle” addressed by 
the community as well as the local government who got more power to control the company 
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due to the decentralised system. He explained that “must principle” was a condition in which 
the community and the local government did not want to hear any arguments or excuses from 
the company to refuse their demands. The company must fulfil their demands. If the company 
did not approve their demands, they would demonstrate and blockade the company, as the 
Participant G3 noted. He observed that this happened several times. 
 
In dealing with conflict with the community during the Suharto era, Participant G3 noted that 
the company was supported by military forces from the government. However, he asserted 
that this did not happen in the post-Suharto era. He remarked that to handle conflicts with the 
community, the company signed a memorandum of understanding (MOU) with the local 
police as well as with the national park security unit since the mining site was inside the area 
of the national park. Participant E3 commented that with the support from the local police 
and the security from the national park the condition was relatively safe. In addition, 
Participant F3 pointed out that the company’s CSR programs have become the other medium 
to reduce conflict with the community. Participant D3 also remarked that the complexity of 
relationships with the community in the post-Suharto era had become a reason for the 
company to establish the Public Relations and Community Development Unit at the mining 
site in 2000. He noted that this unit was responsible for maintaining relationships and 
communications with the community.  
 
7.2.  Lack of Community’s Educational Background 
Participant D3 noted that the educational background of the community had caused them to 
be easily provoked by irresponsible parties in the reformation era. Participant G3 pointed out, 
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“Their highest education backgrounds were SD102 and maximum SMP103. They were 
bombarded with many issues about the company from other parties or media. They could not 
really understand whether the issues they received were right or wrong.”  
 
Participant D3 observed that the community were actually naive people. He observed that the 
community changed their behaviour due to provocation from some people who did not like 
the company or wanted to take advantage of the company. He gave an example: 
“We have difficulties to make the community understand. This is not because they do 
not want to understand, but this is because they have received wrong information 
from other irresponsible parties. They got information that the company has made a 
profit of trillions rupiah. That is why they wonder: ‘why we just got this much?’ They 
want us to add more financial support.” 
 
Participant D3 commented that due to a lack of educational background of the community, 
the company could not rely on written media to communicate with the community. He 
remarked that the staff from the PR and Community Development Unit mostly relied on face-
to-face communication. Participant E3 pointed out that PR people took an important role as 
penyuluh here to educate the community. In spite of this, Participant D3 commented that this 
condition had become a major hurdle to get the message out to the community at the same 
time. He described: 
“We have to come and visit each village one by one. It is not easy since some villages 
are in the remote area and there is no road access for a car. Sometimes in a rainy 
season we cannot access some villages. In one day maybe we can just visit one village 
out of 10 villages in our mining area.”  
 
Thus, he realised that the community could not receive the message at the same time.  
 
                                                 
102
 SD stands for Sekolah Dasar or primary school. 
103
 SMP stands for Sekolah Menengah Pertama or junior high school. 
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7.3.  “Instant Culture” of the Community 
Participants who reside in the mining site noted the “instant culture” of the community as 
another problem that had come to the company’s attention in conducting community 
development and PR. Participant E3 explained what he meant by “instant culture”: “They 
want to get the money instantly once they finish their work.” Participant G3 remarked, “The 
community think that without any education they can work and earn money. They can be 
tukang ojek104 or tukang panggul105. It is not difficult to earn money IDR106 100,000 in a day. 
It is easy ... no need to study and learn a new skill.”  
 
Participant G3 remarked that the “instant culture” was getting worse as the community knew 
about the gold mining. He noted that as soon as the company provided road access and 
started production in 1994, many migrants came to the area seeking a better living. He 
observed that predominantly they were unemployed with hopes of making money by mining 
the gold. He remarked that they wanted to get instant cash as illegal miners.  
 
Participant E3 observed that before the company started its production the community did not 
know and did not care about the company’s activities. Until around 1997–1998, when many 
migrants came and became illegal miners, the community started to realise an easy way to get 
instant cash from the gold-mining activities. Participant E3 commented that many illegal 
miners came from all over Indonesia. He said that the increasing number of illegal miners 
even caused conflict with the company.  
 
                                                 
104
 Ojek is a motorcycle taxi. Thus, tukang ojek is a person who drives people around using his motorcycle. 
105
 Tukang panggul is a coolie who earns money by carrying heavy stuff.  
106
 IDR stands for Indonesia Rupiah, which is the Indonesia’s currency. AUD 1 is equivalent to IDR 8000.  
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Participant G3 pointed out that this “gold culture” had influenced the community. He said:  
”Gold is an expensive stuff. They do not have to work hard, nor study. As long as 
they have transport and energy they can earn money instantly. This is different from 
farming. The community needs three months to harvest their field and earn money. It 
is difficult to make them understand this. They will ask me: “How will we eat during 
three months? Why should we wait for three months if we can work during the day 
and get money in the evening?” 
 
As noted by Participant E3, the fact that working as illegal miners gave the community more 
money than relying on other jobs had become another reason for the community to reject 
programs offered by the company. He gave an illustration:  
“If they work as a coolie at the market they will earn IDR 10,000  each time they 
carry stuff. But if they work as a coolie carrying stones for illegal gold miners they 
can earn IDR 100,000. Thus, they choose to work as a coolie for illegal miners rather 
than being trained by the company to have skills they need for their future.” 
 
Participant G3 and Participant E3 agreed that the community did not think about their future 
nor their environment. Participant G3 commented, “They are very selfish! They just think 
about their stomach.107 They do not think about others.” Participant G3 remarked that the 
community did not realise that mining was a non-renewable resource that would finish 
someday. He said, “They do not think how they will live once there are no mining resources 
anymore.” Participant E3 added that their activities as illegal miners were very risky and 
caused both a direct and indirect danger. He noted:  
“This leads to a direct danger since they do not care about their safety, such as by not 
wearing a helmet, security belt and glasses when they do the mining. This leads to an 
indirect danger since they use mercury in their mining. Maybe now they do not see 
the impact of the mercury, but in the next several months and years this will destroy 
the environment. Their next generation will receive negative impacts.” 
 
Within this condition, Participant E3 considered the most importance role of PR as the 
penyuluh. As he asserted, “PR people also manage media visits as well as sponsorships for 
                                                 
107
 Thinking about their stomach means they just think how to earn money to fulfil their own needs.   
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some communities’ activities. In spite of this, being a penyuluh for the community is the most 
important role of PR.” 
 
7.4.  The Dominant Role of Community Leaders 
Participants pointed out the role of key leaders in the village in influencing the behaviour or 
the community. Participant D3 asserted, “We approach key people in the community, since 
the community members tend to trust them more than us.” Participant G3 explained that these 
key leaders consisted of formal leaders, such as village leaders, dusun108 leader, RW109 and 
RT110 leaders, as well as informal leaders, such as kyai111, elderly people and other 
community members who were respected by the community because of their contribution to 
the community. Participant G3 remarked, “First, the company must kulo nuwun112 to the 
village leader. Then we can start to visit the community and other key leaders within the 
community.”  
 
Participant E3 noted that the majority of the community are muslim. There is a pesantren113 
residing in the mining area. Participant E3 remarked on the role of kyai as a key person in the 
community. He noted that a kyai holds his position and authority in the community because 
of his expertise in the muslim culture and the community would listen to what he said. He 
                                                 
108
 Dusun is an area under one village. Usually one village consists of several dusun.  
109
 RW stands for Rukun Warga. In some villages, the area is divided into several groups called RW. This is not 
part of an administrative level of government. The RW’s leader is chosen by the community and approved by the 
village leader. RW has a function to support the service from the village to the community.  
110
 RT stands for Rukun Tetangga. Each RW is divided into several RTs each of which consists of several 
households.  
111
 Kyai is an expert in the religion of Islam. He can become a leader of an Islamic boarding school. In some 
other areas, kyai also refers to a member of elderly people. A kyai has his position and authority because people 
will listen to what he says. 
112
 Kulo nuwun is a Javanese term that can be literally translated as “excuse me”. In Java, for every guest who 
visits another person’s house they must say “kulo nuwun” to ask if they can come and visit the house. If they do 
not say “kulo nuwun” they will be considered as impolite and maybe will not be welcomed into the house.   
113
 Pesantren is an Islamic boarding school. This is a special school for those who want to learn Islam. This 
school is chaired by a kyai, who is an expert in the religion of Islam. 
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added that this had become a reason why the company needed to build a good personal 
relationship with this muslim leader and involved him as a mediator to facilitate 
communication between the company and the community. He asserted that not only PR and 
community development staff but also the company’s management even visited the pesantren 
and met the kyai.  
 
Participant E3 pointed out that personal visits to the community would have a strong 
psychological impact on the community members. He gave an analogy, “If I got money from 
a Minister and given by my boss, this will be meaningless compared to if the Minister comes 
to visit me and touches my shoulder. Similar to the community, they will be proud if we 
come and have a chit-chat with them directly.” Thus, he claimed that the community 
perceived a visit from the company as something valuable. 
 
Participant G3 admitted that good personal relationships with key leaders in the community 
helped them in conducting the community development programs. Participant D3 stated, “In 
conducting our community development program, we visit the leaders first before meet the 
community members. We explain to the leaders about our program and get to know their 
opinion. We usually gather the community’s problems from them as well.” 
 
8.  Summary of the Findings 
This study revealed that CSR and PR functions in the state-owned company were still 
centralised. The PR and Community Development Unit at the mining site must report their 
CSR activities to head office. Similarly, PR statements to the media from the PR Unit at the 
mining site must get approval from head office.  
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This study aims to understand how perceptions of an organisational environment among PR 
practitioners and top managers of mining companies influence their CSR and PR functions. 
This study found that CSR was perceived as another name for the “partnership and 
environmental development” program. All state-owned enterprises are obliged to conduct this 
program, which is controlled by the Ministry of State Owned Enterprises. This program is in 
two parts. First, partnership programs are designed to support and increase the capability of a 
community’s micro business to be independent. Environmental development programs are 
designed to develop public infrastructure, education and training programs. This program 
also includes supports to recover from the impact of natural disaster and other environmental 
issues. The government has provided the guideline of this program. Accordingly, the 
company does not have to allocate so many resources to design it. In spite of this, as the 
company becomes a publicly owned company after the government sold 35% of its shares, 
the company initiated community development programs as an addition to the partnership 
and environmental development program and was managed independently by the company. 
The participants noted that the majority of the 35% shares were owned by the international 
shareholders. Therefore, the participant noted the importance of conducting the community 
development program to fulfil the expectations of the international shareholders. In addition, 
this led the company to change the name of the unit, which was responsible for managing the 
partnership and environmental development program and community development program 
from Community Development Group to Corporate Social Responsibility Group. 
 
Participants perceived PR functions at head office as media relations and publications 
activities. PR practitioners at head office were treated by other units as internal event 
organisers who helped other units to organise their events, such as booking hotels and 
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catering or organising exhibitions. In other words, the technical role of PR is dominant. At 
the mining site, PR functions mainly focused on community relationships. PR practitioners 
from the mining site noted that they always maintained relationships with key leaders in the 
community, as the community seemed trust them more than the company’s representatives. 
 
The political changes in the post-Suharto era have been perceived as the dominant factor 
influencing the relationships between the company and their community. This political 
change has urged the company to establish a PR and Community Development Unit at the 
mining site. This unit consists of three sections: the PR section, Community Development 
section, and Security section. The participants noted that due to the decentralised system in 
the post-Suharto era the company needed to build relationships with local people. CSR was 
also perceived as a medium to build relationships with the community. The Security section 
aims to build a relationship with Koramil, Polres, and the Mobile Brigade. Participants 
asserted that with the support from the local security personnel, the company could manage 
the security around the mine site. 
 
Participants noted the communication and relationship function of PR people at the mine site 
to communicate their CSR programs to the community as well as to build relationships with 
it. In addition, the role of PR people at the mine site as penyuluh was also emphasised by 
participants. This role aims to educate the community, especially illegal miners, about mining 
operations and the safety issues of mining. As participants noted, if there were negative 
impacts due to illegal mining operations, such as accidents, health issues or pollution, the 
company would get negative publicity as the public may accuse the company of these 
problems.
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 CHAPTER 9. DISCUSSION 
 
1.  Introduction 
This study argues that to understand how each company undertakes CSR and PR, it is 
important to understand how they interpret the environment. As Daft and Weick (1984, 2001) 
noted, the outcomes of an organisation are interpretations, in which top management makes 
an interpretation of their environment, makes their decisions and acts. Almost all outcomes of 
an organisation depend on how the decision-makers interpret the environment. 
 
The focus of this study is to understand the process in which PR practitioners and top 
managers of mining companies develop their perception of CSR and PR functions and enact 
these functions. This chapter starts with a discussion on the participants’ interpretations of 
their environment. This is followed by a discussion on the factors that the participants 
believed shaped their CSR and PR practices. Using enactment theory, the chapter discusses 
how the participants construct and enact the perceived factors, which then shape the 
organisational design and structure, CSR and PR practices, and the enacted role of PR 
practitioners. The relationships between the enacted CSR and PR are also discussed.  
 
2.  The Organisational Model of Interpretation  
In responding to the interviewer’s questions, the participants always referred to what they had 
done and experienced in the past. This suggests how interpretations focus only on elapsed 
events and what has happened. This also supports the premise that action precedes cognition. 
The participants from the Indonesian private company and the state-owned company noted 
different situations and actions that the companies took in relation to CSR and PR functions 
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during the Suharto era and the post-Suharto era. The participants from the multinational 
company, in turn, referred to their experiences during the Post-Suharto era. This finding 
indicated that the participants perceived the social and political changes in the post-Suharto 
era as a turning point to make sense of their experiences and actions.  
 
As Daft and Weick (1984, 2001) pointed out, the organisation may actively or passively 
interpret environments. There are two factors that influence this interpretation process: (1) the 
organisation’s assumption whether environments are analysable or unanalysable, and (2) the 
organisation’s intrusiveness towards its environments (Weick & Daft, 1984, 2001). Based on 
the findings, the companies can be categorised based on following organisational 
interpretations model: 
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Figure 16. The Organisational Interpretation Models  
(Adapted from Weick & Daft, 1984, p. 289) 
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In the Suharto era, the Indonesian private company and the state-owned company can be 
classified as conditioned viewing organisations. This type of organisation is not intrusive and 
assumes that environments are analysable (Aguilar, 1967). The participants from these 
companies perceived the situation during the Suharto era as more stable and controllable. 
This is shown in a statement from the participants that they felt secure during the Suharto era. 
Other statements from the participants who claimed that, “the number of social conflicts was 
low”, or “that the government provided them with security assurance”, or “they just needed to 
deal with the central government” reflect the participants’ confidence that the environment 
was manageable. They used rational analysis and relied upon routine to act towards their 
environment. This kind of organisational approach mostly relies on statistical data, facts and 
figures, documentations, or publications to decide their future actions. If there was a change, 
they believed that the answer to handle this problem was already there, as shown in this 
statement: “If there were public movements that threatened the company, the government 
straightaway handled them” (Participant D1). These findings show that they believed in 
uniform relationships among significant objects around them and that environments were 
analysable. They perceived the environment as something given and that the answers to all 
problems were found within the environment. Thus, they did not take any further steps to 
learn about the environment. They mostly relied on routine documents such as annual reports 
or publications to decide their further actions.   
 
The findings also show that during the Suharto era, the Indonesian private company and the 
state-owned company were less intrusive. Intrusiveness refers to the extent to which the 
organisation actively or passively engages in the environment to understand it (Weick & 
Daft, 1984, 2001). These companies were passive organisations. Statements from 
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participants, such as “there was no urgent need to perform good relations with local 
communities and establish PR unit at the mining area” or “the role of the military was very 
dominant to secure mining area”, indicated they relied on other resources to manage 
environments. They did not actively search for answers in their environment. There was no 
specific department that was assigned to better understand their environment. Even though 
there was a unit at the mining site that also conducted PR functions, this study argues that this 
unit functioned as a receptor to sense whatever data happened to flow by the organisation.  
 
In the Suharto era, the participants noted that their operations mainly depended on the 
government’s approval. They did not have to deal with the community because the 
government provided them with military forces to secure their mining area. Their legitimacy 
was given by the government. Accordingly, the easiest way for the companies to seek 
legitimacy was by positioning themselves within a pre-existing institutional regime 
(Suchman, 1995). The companies selected the government as their main stakeholder. There 
was no need to engage with other stakeholders. What these companies did was conforming 
their activities to the government expectations by enacting community development 
programs. This legitimacy is categorised as a pragmatic legitimacy (Suchman, 1995). 
 
The social and political changes in the post-Suharto, however, were perceived by the 
participants from the Indonesian private company as a chaotic situation. They experienced 
uncertainties, such as there being no protection from the military anymore and mining policy 
became less clear as the decentralised system moved authority to the local government and 
demands from the communities over issues such as land compensation, were perceived as 
destabilising. In this situation, the participants perceived the environment as unanalysable as 
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they found difficulty in understanding the situation. Daft and Weick (1984) asserted that 
when environments are changing, organisational members perceive them as less analysable. 
To understand the changing environment, qualitative data rather than statistical data along 
with judgements and intuitions of organisational members have a larger role to play in the 
interpretation process. As an example, to explore the community’s aspirations the company 
conducted focus group discussion, which was facilitated by some of the NGOs.  
 
The Indonesian private company also became more active. They allocated resources to 
intrude into environments and to search for activities. The establishment of an independent 
unit to manage relationships with “external environments”114 and assigning field officers who 
live in the community support this finding. The organisational design of this company 
showed that the company focused on allocating resources to understand the community. This 
company also created mechanisms, such as a community feedback system and social 
mapping, to research and draw interpretations about the environment. This company’s 
interpretations in the post-Suharto era, accordingly, can be classified as the enacting mode. 
 
This study argued that the company actively seeked their environment to establish 
congruence between their activities and the norms of acceptable behaviors in the 
communities of which they are a part. The participants perceived that the community has 
become more powerful in the post Suharto era. They remarked that the company needed to 
negotiate with the communities to gain public acceptance. When there is a disparity between 
them, this will cause a threat to the organizational legitimacy.  These threats take the form of 
                                                 
114
 The researcher uses the term “external environment” as participants differentiated the external from the 
internal environment. As Weick (2001) noted, often the organisation imposes and retains this difference when 
this helps it take reasonable actions.  
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legal, economic, and other social sanctions which affect the company’s survival (Dowling 
and Peffer, 1975).  
 
The findings from the state-owned company show a different trend. In spite of the fact that 
this company started its operation during the Suharto era, the pattern in accessing the 
environment during the Suharto and the post-Suharto eras remains the same. This was due to 
the fact that the legitimacy of this company was still given by the government. As the 
participants from this company noted, this company did not show an active intrusiveness to 
research the environment during the Suharto era. PR and CSR activities at the mining site had 
to be coordinated with the CSR and PR unit at head office. The participants mentioned that as 
a state-owned company they were obliged to follow government regulations. The government 
provided this company with the standard operation procedures, such as a guideline for 
conducting PR as well as for conducting the partnership and environmental development 
program, which they perceived as their CSR commitment. The findings also showed that they 
did not conduct research to explore the environment. The annual report or the financial report 
of their partnership and environmental development programs became their database to 
inform their next actions. 
 
This pattern remains the same in the post-Suharto era. In spite of the fact that the participants 
admitted that the social and political condition in the post-Suharto was different from the one 
during the Suharto era, there were no significant resources allocated by this company to 
research the environment. This company did not interpret the environment in a new way. 
Thus, in the post-Suharto era, this company is still classified as a conditioned viewing 
organisation that remains passive in its interpretations and enactment of its environment. 
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The participants from the multinational company responded to the interviewer’s questions 
based on their experiences in the post-Suharto era. A comment from its top manager: “I 
cannot comment [about what happened in the Suharto era] because we did it after Suharto” 
showed that interpretations focused only on what was happening currently. The findings 
show that this company developed a combination of the discovering and enacting 
interpretation models.  
 
The condition that this company was a new company and the first company operating in the 
area led the company to actively intrude on the environment. As noted by Kimberley and 
Miles (1980), a new company tends to actively research the environment. The company 
needed to introduce the mining industry to the community and to convince them to accept the 
industry. The participants from this company perceived the environment in the post-Suharto 
era as unpredictable and unanalysable. This is in line with Daft and Weick’s (1984) statement 
that new organisations tend to perceive environments as unpredictable and unanalysable as 
they do not have enough previous experience about the environment. To understand their 
environment, the company conducted a perception survey that was facilitated by an 
independent survey company. This indicated the discovering model, which presumed an 
analysable environment and a well-prepared survey was conducted to communicate the 
information back to the organisation (Weick & Daft, 1984, 2001).  
 
The social and political changes in the post-Suharto era, however, have influenced the 
company to assume a less analysable environment of the community. Therefore, this 
company invested some resources to construct and enact their local environment. This 
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indicates an enacting organisation. When the company started its operation early in the post-
Suharto era, it established an independent unit to manage relationships with the external 
public. Each external public, that is, the government, community, media, and NGOs, was 
managed by a different unit. Thus, each public could be handled separately. This company 
assigned field officers who were 100% local people and recruited from the community. The 
company also conducted a Participatory Rural Appraisal115 that they claimed as the way to 
discover the community’s aspiration. Based on the way the company interpreted their 
environment, this study concluded that this company could be classified as the organisation in 
between the enacting and discovering models. 
  
In spite of the social-political change in the post-Suharto era, this study also found another 
factor that was perceived by the participants as causing the environment to become less 
analysable. This is the increasing international public pressure in early 2000 with regard to 
the CSR issues. Even though the CSR movement in Indonesia was still in its early stage, top 
managers from all companies noted that CSR had become an important issue. Top managers 
from the companies studied mentioned that since the company operated in the global market, 
they were required to balance the economic, social and environmental components of their 
business. Statements from the participants that investors used the Millennium Development 
Goals116 principles as their reference in dealing with the company or that investors were not 
only concerned about the product quality but also the company’s concern towards their 
                                                 
115
 Participatory rural appraisal is a method of interacting with the communities, to understand them and learn 
from them. This method initiates the participation of the communities to share their problems as well as 
encourages the communities to analyse their problems and find solutions for them. This method aims to 
understand the community from the community’s point of view (Narayanasamy, 2009). 
116
 The Millennium Development Goals (MDGs) consist of eight international development goals. There were 
192 United Nation’s members and 23 international organisations who agreed to achieve these goals by 2015.  
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community, indicated that the companies realised there were changing attitudes in their 
environment.  
 
Before 2000, the participants from the Indonesian private company claimed that they just 
needed to follow and support the development programs from the government. When this 
company started its operation in early 1990, their community development programs were 
aimed at supporting the Presidential Instruction for the “Left Behind” Village program. This 
was the central government’s program to improve the quality of life of people in 
underdeveloped areas. But after 2000, this company started to design its own CSR policy. 
Thus, this study argued that the international CSR movement contributed to the companies 
actively constructing their environment to enact CSR functions.  
 
This study found that CSR expectations emerging internationally also urged the state-owned 
company to be more active in seeking to understand its environment. Despite the fact that 
65% of the shares of this company are owned by the Indonesian Government, this company 
needs to maintain the other 35% of the shares, which are primarily owned by international 
investors. The decision to allocate the budget to conduct community development programs 
apart from the partnership and environmental development program, and the changing of the 
unit’s name from Partnership and Environmental Development Department to the 
Community Development Department, again changed in 2007 to the CSR Group Unit, is 
evidence that this company responded to CSR movements.  
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3.  The Enactment of Corporate Social Responsibility and Public Relations 
As Weick (1979) remarked, all organisations construct and enact their environment. They just 
do it in different ways depending upon different organisational and environmental factors. 
The enactment process occurs when the organisational members perceive the environment as 
unanalysable and containing equivocality. The results of enactment are the enacted 
environment and cause map that explains the interpretation of the enacted environment.  
 
This study revealed that CSR and PR functions are influenced by the enactment process of 
the companies. This study found active bracketing activities conducted by the organisational 
members to construct their environment. Enactment is mostly triggered by ecological changes 
that the organisations perceived need to be managed (Weick, 1979). There are two ecological 
changes that the participants perceived as factors influencing their enactment process: (1) the 
social and political changes in the post-Suharto era and (2) the international CSR movement. 
These events occurred at almost the same time, which was in early 2000. This study found 
that how each company constructed and enacted each factor was influenced by their 
ownership. The results of the enactment were enacted environments within which the 
companies’ decisions and actions about CSR and PR functions, including strategy, 
organisational design and structure, and the enacted roles of PR, were made. 
 
The section starts with the discussion on how organisational members noticed anomalies 
during the ecological change and what activated the enactment process. It discusses how the 
social and political changes in the post-Suharto era and the international CSR movements 
were perceived by the participants as causing equivocality. It is then followed by a discussion 
on the enactment and selection processes. When organisational members recognise 
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inconsistency during change and ask “what’s the story here?” their question brings the event 
into being. Thus, they enact the environment.  
 
3.1.  The Social and Political Changes in the Post-Suharto Era 
This study maintains that ecological changes are triggers for the organisation to enact their 
environment to reduce equivocality. The socio-political changes in the post-Suharto era have 
been perceived by the participants as causing equivocality. Weick (1979) pointed out that 
equivocality refers to information having two or more clear and reasonable meanings. 
Enactment through bracketing activities helps the organisation to decide which meaning the 
company chooses to make sense of its future decisions and actions. 
 
As mentioned in the finding chapters, during the authoritarian system in the Suharto era, the 
companies only dealt with the central government. The companies received a military 
security protection from the central government. In the Suharto era, the companies enacted 
the environment in a way that they were more likely to recognise only the government as 
their legitimate stakeholder and local communities as secondary to the government. CSR 
standards were not influenced by the community’s expectations. The company’s legitimacy 
was affected by their relationship with the central government. However, the conditions were 
different as Indonesia entered a democratic system in the post-Suharto era. The participants 
noted that the communities were brave enough to share their opinions, demanding their rights 
to speak and to be listened to by the company. With greater community freedom, the 
participants noted that the number of social conflicts increased. In responding to the conflict 
with the community, the participants noted that the use of military force had been criticised 
by stakeholders, since they were often involved in serious human rights abuses against the 
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local population. The company’s legitimacy was not given, but need to be negotiated with the 
community.   
 
The participants stated that the decentralised government in the post-Suharto era also affected 
the mining industry, as most aspects of this industry were under the jurisdiction of local 
government. Local governments have the authority to decide, rule and administer resources 
development in their regions. Because the companies had previously only communicated 
with the central government, decentralised reform also impacted on their relationship with the 
local government where a new relationship needed to be formed. There was a change in the 
mindset of the companies. Decentralisation of government caused the companies to recognise 
the local social environment in new ways.  
 
These findings showed that the participants noticed unexpected events, unpleasant situations, 
and sudden deviation from their routines. Only if there are anomalies within environments 
will the organisation recognise there are ecological changes. There were two possibilities that 
the participants could do: (1) ignore the anomalies or (2) construct a new environment and 
enact it. The findings showed that the Indonesian private company and the multinational 
company chose to construct and enact the environment in new ways. As maintained by 
enactment theory, to reduce uncertainties due to ecological changes the participants not only 
interpreted the events but also enacted them based on their interpretations. The participants 
stated that they had to enact the environment due to the characteristics of the mining industry 
that mineral resources could not be removed to another area and that they had to deal with the 
community directly. In the Indonesian private company, the participants’ past experiences 
influenced their interpretations towards the situation. In the multinational company, other 
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mining companies’ experiences became references for the participants to interpret what had 
happened.  
 
This ecological change, however, was not enacted by the state-owned company in a new way.  
As discussed earlier in this chapter, this company was classified as a passive organisation. 
Although they noticed the social and political changes in the post-Suharto era, the 
participants perceived the situation as controllable. Weick (1979) remarked that it is often the 
enacted environment that substitutes for the natural environment. It may happen in three 
circumstances: (1) when the organisational members accept the enacted environment and 
perceive it as unequivocal, (2) when the organisational members who try to understand 
current equivocality perceive the incoming equivocal input as something known rather than 
unknown, and (3) when the organisational members literally do exactly the same as what they 
have done before and ignore the current ecological changes (Weick, 1979).  
 
There were two possible explanations to understand why the state-owned company did not 
enact the event. The first was that they perceived the event, that is, the change from an 
authoritarian to a democratic system, did not cause any impacts on the company or did not 
lead to equivocality. Thus, they did not need to enact a new environment. There was no need 
to negotiate with the communities to gain public acceptance, as its organisational legitimacy 
was given by the government. The second explanation was that they enacted the standard 
operation procedure in conducting CSR and PR that they believed was still able to guide their 
routine activities. Thus, this company did exactly the same as what they had done before and 
ignored the current ecological changes. 
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It can be argued as well that the Indonesian private company and the multinational company 
enacted the political changes in the post-Suharto era while the state-owned company did not 
enact this event actively was because of its ownership. The Indonesian private company and 
the multinational company enacted the political changes since they believed that their 
shareholders expected them to secure their investments from any disturbances and to keep the 
operation profitable. If they could not provide a safe environment for the operation they were 
afraid the share price would drop. This was the cause map that they constructed. It was about 
“believing is seeing”.  
 
Meanwhile, in the state-owned company, their main shareholder was the government. The 
government controlled the operation of all state-owned enterprises through the Ministry of 
State Owned Enterprises. This company accordingly enacted the government regulations as 
part of their obligation. This circumstance leads to stereotypical enactment process. 
Enactment becomes a resemblance of standard operating procedures within the organisation. 
Organisational members act and interpret the enacted environment, that is, the standard 
operating procedure, instead of the current natural environment. They try to fit their 
interpretations and actions into what they have known all along and tend to remove or 
misread something that does not fit. Weick (1979) pointed out that these circumstances 
suggest an explanation as to why organisations are often slow or even difficult to change. 
Thus, even though there was a political change that led to a decentralised government, the 
company only needed to enact the regulations from the central government as their main 
shareholder. 
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This study argued that the enactment of CSR aims to gain the legitimacy from shareholder. 
By enacting CSR, the participants believed that they can reduce discrepancy between their 
companies’ behaviours with shareholder’s expectations.  Legitimacy validates the 
organisation's role in the society and assists the organisation to invite other resources and the 
continued support from the society, including shareholder (Ashforth and Gibbs, 1990). The 
legitimacy itself is a resource for the company. 
  
In the Indonesian private company and the multinational company, the participants started to 
look for plausible explanations to restore the companies’ ongoing flow within the situation in 
the post-Suharto era that they perceived as causing anomalies. When the participants created 
the “story”, they pulled out certain elements of the event for a closer look. They did sampling 
(Neisser, 1976) to explain what they perceived was going on. This is a bracketing process of 
enactment (Weick, 1979). Once the organisational members create the story, they develop 
subsequent explorations to confirm the story.  
 
This study argued that the organisational members’ preconceptions or beliefs about the event 
influence the way they choose the elements of the events. For media people for instance, the 
move towards a democratic system was a positive event since they believed this allowed 
freedom of speech. Meanwhile, for members of mining companies, they may choose different 
elements of the event. In this case they chose the community’s movements and demands 
towards the companies. And they believed that the community had become uncontrollable 
compared to the situation in the Suharto era. 
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During the interviews, this study found many events bracketed by the participants, such as 
people becoming angry, the community being brave enough to express their demand, or the 
number of conflicts with the community increasing. These bracketed events were used to 
explain what they perceived was going on. Top managers from the Indonesian private 
company and the multinational company even mentioned that the mining concession from the 
government was not enough to mine the area. The company also needed permission from the 
community, which they called “a social licence to operate”. In other words, the companies 
need to negotiate with the community to gain their legitimacies.  
 
The participants created a story that there was a shift of power from the central government to 
the community. The community had become more powerful. The participants defined the 
community as not only ethnic groups who resided in the mining area, but also local 
government from village level to district level, local media, local NGOs, and any other local 
communities groups, such as local entrepreneur groups or other interest groups.  
It can be argued that the community may not really hold power over the companies. 
Enactment theory, however, maintains that enactment is not about finding the right answer; 
instead it is about finding reasonable actions (Weick, 2009b). It is not about the decision-
making process either. Instead, it is about what the organisational members think they face 
and their perceptions that are confirmed by the actions they take. In other words, it is about 
how actions tend to confirm their perceptions. 
 
In enactment, organisational members created cause maps to explain their interpretations and 
actions. This is a selection process. When organisational members experience chaos, they 
will try to sort this chaos into items or events that are then linked, serially ordered, and 
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connected. Cause maps contain an “if–then assertion”. There were cause maps created by the 
participants found in this study, such as “if the company wants to be a good neighbour, the 
company cannot close the eyes for not giving positive contribution to the neighbourhood” 
(Participant F2); “if the company breaches the adat law there will be a war” (Participant L1); 
or “if there is no permission from the community, the company will not be able to mine the 
mineral” (Participant A1 and Participant A2).  
 
How these cause maps together with the enacted environments shaped the organisational 
design and structure, CSR and PR practices, and the enacted role of PR are summarised in 
Figure 17 for the Indonesian private company and the multinational company and Figure 18 
for the state-owned company. This will be discussed in the following section of this chapter. 
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The companies enacted the interpretation by 
enacting CSR and PR as media to build 
good relationships with the community 
The companies enacted the interpretation by 
establishing an independent division responsible for 
handling CSR and PR functions 
Enacted the interpretation by building personal relationships 
with key actors in local government and local media as well as 
with informal leaders 
 
Enacted the interpretation by assigning field 
officers who have the same cultural background as 
the community and/or aware of cultural differences 
Interpretation: the community has become more powerful 
 
Interpretation: CSR and PR are unseparated functions to build 
good relationships with the community 
 
Interpretation: Community’s collective culture, the “in-group” concept, and the high context 
culture influence the relationships between the company and the community. 
Figure 17. The Enactment of CSR and PR Functions in the Indonesian private company and 
the multinational company due to Social and Political Changes in the Post-Suharto Era 
THE SOCIAL AND POLITICAL CHANGES 
IN THE POST-SUHARTO ERA 
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3.1.1.  The Construction of the Organisational Design 
The first action that the participants noted to reduce uncertainties due to political changes in 
the post-Suharto era was changing the focus from building relationships with the government 
into relationships with the community. When a decision is made, there will be actions that 
follow. As Daft and Weick (1984) asserted, the active organisation will allocate resources to 
research and construct the environment. The participants claimed that they invested resources 
to build relationships with the community. This supports the proposition that enactment is 
about taking action to react to what they believe in.  
 
THE SOCIAL AND POLITICAL CHANGES 
IN THE POST-SUHARTO ERA 
The company enacted the interpretation by 
establishing PR and Community 
Development Unit at the mine site 
PR as a community relations function 
Interpretation: the community has become more powerful 
 
The company enacted the interpretation by 
enacting the government’s regulation to conduct 
the partnership and environmental development 
program to support the community. This is 
conducted by the Community Development Unit 
at the mining site. 
Figure 18. The Enactment of CSR and PR Functions in the State-Owned 
Company due to Social and Political Changes in the Post Suharto Era 
The company enacted the interpretation by 
building good relationships with key actors. 
This is performed by the PR Unit at the 
mining site. 
Interpretation: CSR and PR functions aim to build good 
relationships with the community 
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The company enacted the environment by changing the company’s organisational structure. 
Enactment is about direct adjustment by taking action to change the situation faced, and 
indirect adjustment through action to change the conditions inside the companies (Weick, 
2009b). The changing of organisational design can be considered as the indirect adjustment 
of the companies. This finding also suggested that the changing in the organisational design 
was undertaken to gain their legitimacy in the post Suharto era. As Richardson (1985) noted, 
the organisation may take a substantive management approach by changing organisational 
goals, structures, and practices to conform to social expectations. 
 
In the state-owned company, the participants noted the changes in their organisational design. 
The company established a PR unit at the mining site in the post-Suharto era. But it can be 
argued that this unit acted as a sensor rather than as an agent to actively search the 
environment. This unit was established to publish their community development program. As 
shown in Figure 15,117 this unit is under a department that also manages security issues and 
relationships with local military and police institutions. As the participants asserted, with the 
support from the local security personnel, the company could manage the security around the 
mine site. This suggests that the company is prepared to rely on the military approach like 
what happened in the Suharto era. 
 
The findings from the Indonesian private company, which has been operating since the 
Suharto era, indicated the organisational change as well. In the post-Suharto era, the PR Unit 
in this company was based in Jakarta, and relationships with the community were subordinate 
to the Community Relations Unit, which was responsible for handling community 
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 See page 242 of Chapter 8. 
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development programs. This was due to the company enacting the environment in which they 
recognised only the government as their legitimate stakeholder and local communities as 
secondary to the government. 
 
In the post-Suharto era, however, as discussed earlier in this chapter, the Indonesian private 
company became actively engaged in the environment as it perceived the environment as 
hostile or threatening. In this situation, more resources are often allocated to research the 
environment (Wilensky, 1967). There is still a PR unit at Jakarta office. This unit, however, is 
responsible for handling investor relations. At the mining site, this company established an 
independent division – The External Affairs and Sustainable Development Division – to 
manage relationships with local stakeholders.  
 
As shown in the organisational design of this company in Figure 9,118 this division has direct 
access to the CEO at the mining site. Weick and Daft (1984) maintain that decision-making is 
part of the organisational interpretation process. Thus, it can be interpreted that with direct 
access to the CEO as a decision-maker, this division supports the CEO in interpreting the 
environment and making decisions based on the interpretation. The figure also shows that the 
division is categorised as a supporting function that provides supporting services to other 
divisions. This means the division provides information for other divisions in interpreting and 
enacting the environment.  
 
The organisational design in Figure 10119 shows how stakeholders – those the participants 
perceived as the company’s main stakeholders, that is, local government, community and 
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 See page 136 of Chapter 6. 
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 See page 139 of Chapter 6. 
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media – are managed independently by a different unit. There is also a unit under the division 
that is assigned to manage land issues, such as land acquisition and land dispute, which they 
perceived as causing many conflicts between the company and the community. Thus, this 
study found that the company allocated resources to manage the environment that they 
perceived of as potentially causing problems for them. 
 
As shown in Figure 12,120 the company assigned field officers under the Community 
Empowerment Unit. The participants claimed that field officers performed PR functions. As 
Wilensky (1967) stated, when a company depends heavily on its resources, it will develop 
multiple levels of inquiry to the environment. Assigning field officers is an example of 
applying this multiple inquiry. The company assigned field officers to interpret what had 
happened in the community as well as to identify key actors within the community. This is in 
line with Wilensky’s (1967) statement that in an urgent situation often a company sends 
agents to the field to investigate the environment. The more the organisation is in conflict 
with its social environment, the more resources the organisation allocates to intelligence 
functions and the more of those resources will be spent on experts (Wilensky, 1967). The 
expert is also called the contact man as he mediates the organisation with its social 
environment (Wilensky, 1967). In this study, the management perceived field officers as 
experts who knew about the community.  
 
What this finding suggests is that the social and political changes in the post-Suharto era 
contributed to the enactment of the role of PR practitioners as the company’s agents. It can be 
argued, however, that the main concern of assigning these agents was to change the thoughts 
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 See page 144 of Chapter 6. 
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and feelings of the community towards the company through persuasion and manipulation. 
As Wilensky (1967) remarked, the agent was usually valued for his ability to inform the 
company about who can make what decisions or who has what information, as well as how 
and when to reach those key actors. This can be seen from the participants’ statement, which 
indicated that all information about key actors in the community as well as information for 
social mapping were from the field officers. 
 
The company’s social mapping is the company’s mechanism to research and/or create the 
environment. This mechanism, however, aims to not only test the environment but also 
manipulate the environment. As Daft and Weick (1984, 2001) asserted, the search process 
often aims to manipulate the environment to fulfil the organisation’s expectations. In social 
mapping, the company identifies the community’s key leaders, such as cultural leaders or 
religious leaders, and identifies their positions, whether they are willing to cooperate or not, 
and whether they are actively involved in the company’s programs or not. Thus, the company 
could identify who needs to be persuaded to change their mind to support the company, and 
who could be used to support the company’s effort to influence the community.  
 
This study found that conflicts between the companies and the communities in the post 
Suharto indicate a legitimacy gap between them. To manage this gap, the companies carried 
out issues management. Heath and Palenchar (2009) pointed out that issues management 
includes the identification, monitoring, and analysis of trends in key opinions and interests of 
the public that can be developed into organisational decisions. Assigning field officers is part 
of this issue management process.  
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The company employed local people who understood their language and culture to make the 
community accept the field officers as part of their family rather than the company. The tactic 
of the company to recruit members of opposition groups of the company, who were 
eventually persuaded to cooperate and work together to develop the area, was another way 
they sought to manipulate the environment to be more supportive of the company’s 
expectations. It is possible those aim to manipulate the community to fulfil the company’s 
expectations. In spite of this, it is also equally possible that the community will see through 
this manipulation and react against it. This is due to the fact that the community is equally 
active in interpreting and enacting views and approaches towards the company.  
 
Learning from other mining companies, as shown in Figure 13,121 the multinational company 
established an independent division at the mining site to manage relationships with the 
community, which includes local government, ethnic groups, NGOs and media. The manager 
of this division had direct access to the top manager. This company assigned community 
relations officers who lived in villages to manage relationships with the community. These 
field officers were coordinated under the Community Relations Department. Similar to the 
findings in the Indonesian private company, the field officers were assigned as agents of the 
company. This was implied by the statement from the participants that field officers 
supported the implementation of community development programs by identifying 
provocateurs among the community members as well as by acting as front liners in the 
problem-solving process.  
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 See page 189 of Chapter 7. 
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Further, in term of the size of the unit, the Indonesian private company and the multinational 
company had much bigger units compared to the one in the state-owned company. In the 
state-owned company, the unit consisted of less than 15 employees within three sub-units. In 
the Indonesian private company and the multinational company, however, there were almost 
100 employees within more than 10 sub-units. This supported the previous finding that the 
state-owned company did not actively enact the social political changes in the post Suharto 
era. The extensive number of employees in the Indonesian private company and the 
multinational company indicated that the companies actively engaged the environment by 
sending their agents into the community. 
 
3.1.2.  Corporate Social Responsibility and Public Relations: Relationships Building with the 
Community  
This study argues that while the organisational design was shaped by the companies’ 
interpretation of the social and political changes in the post-Suharto era, the design then 
shaped the next enactment process as the organisational members provided further 
interpretations of the environment based on their position. As Weick (1979) noted, when an 
organisation enacts the environment, this enactment itself also creates ecological changes that 
lead to another enactment. This shows the cyclical process of the enactment.  
 
In the state-owned company, CSR and PR were perceived as community relationships-
building functions. The CSR function was enacted by conducting the partnership and 
environmental development program to support the community and was managed by the 
Community Development Unit at the mining site. Meanwhile, the PR function was managed 
by the PR Unit at the mining site. Although these units were under the same department, the 
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Public Relations and Community Development Department,122 there was no statement from 
the participants that they performed both functions at the same time. The participants agreed 
that that their CSR programs aimed at building good relationships with the community, but 
they did not mention that staff from the Community Development Unit also performed PR 
functions. In other words, they perceived CSR and PR as two separate functions. This 
perception reflects the organisational design of this company, which assigned CSR and PR 
functions into two different units.  
 
Unlike the state-owned company, this study revealed that CSR and PR were perceived as 
unseparated functions by participants in the Indonesian private company and the 
multinational company. Statements from the participants that when the company performed 
CSR well it meant the company performed good PR and that CSR was an instrument to make 
relationships with the community, showed what the companies believed about CSR and PR. 
They believed that to run CSR the companies needed good relationships with the community 
through good PR. At the same time, PR needs CSR programs as messages they send to the 
communities in building good relationships with them. Both of them aim to build 
relationships with the community. This study also found that each staff member within this 
division was claimed to perform both CSR and PR functions. It can be argued that this 
perception was shaped by their position in the organisational structure, which was in a 
division or a department that was responsible for handling both CSR and PR functions. 
 
Understanding that the military could not support the company to overcome conflict with the 
community in the post-Suharto era, this study found that all companies studied invested 
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resources through CSR programs to manage relationships with the community. This finding 
implied that the participants enacted CSR as a new way to manage relationships with the 
community. Statements from the participants that CSR was a medium to build relationships 
with the community, to reduce conflict between the company and the community, to protect 
the company, and to get social licence to operate from the community, are answers to the 
question “what is the story?”, which explains the enactment process. Thus, CSR here is 
influenced by another enactment process. This is a new enacted environment, which is 
affected by a previous enacted environment – the power shift from the central government to 
the community.  
 
As Weick (1979) and Neisser (1976) pointed out, an organisation is always in an organising 
cycle. The enacted environment may modify the schema or retained memory, which then 
directs further exploration and sampling, which then again modifies the schema, and so on. 
The enacted environment – the power shift from the central government to the community – 
has become another ecological change for the companies. To manage this change the 
organisational members needed to choose a plausible account among many possible options. 
In this case they chose to enact CSR functions. Statements such as “We conduct CSR since 
the company wants to be a good neighbour. We do not want to be alone” (Participant F2); 
“We cannot close our eyes to not giving positive contributions to our neighbourhood” 
(Participants F2); or “This company has committed to create a good neighbourhood by 
improving the community’s wealth” (Field Officer A1), were plausible explanations for why 
they enacted CSR as a medium to build good relationships with the community.  
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The finding that CSR is perceived as a relationship-building process also implies a changing 
approach in enacting CSR, from merely charity programs or top-down gifts from the 
company to more participatory programs that involve the community. The participants 
claimed that in conducting CSR they tried to absorb the community’s needs and opinions by 
conducting focus group discussions facilitated by NGOs, holding meetings with community 
leaders and other community representatives, or by attending the Musyawarah Rencana 
Pembangunan or Multi Stakeholder Consultation Forum for Development Planning123 
conducted by the local government, from village level to district level. 
  
This study argued that CSR was enacted to reduce legitimacy gap between the companies and 
the communities.  Chung (2010) pointed out that people have expectancies towards issues as 
well as organisational behaviours towards the issue. When their expectations are violated, 
they will perceive the organisation in a negative way and react against the organisation. The 
legitimacy gap implies this negative discrepancy held by publics. Thus, CSR was enacted to 
manage this gap. The participants believed that once the community accepted them as a good 
neighbour the numbers of conflicts would decrease. This influenced the participants to enact 
CSR as a medium to reduce conflict with the community. Responses from the participants, 
such as if the company could build a good neighbourhood, they would not get into any 
trouble from communities (Participant F2), or if CSR programs were managed well, social 
conflicts would decrease (Participant H2) were two examples that represented cause maps the 
participants imposed on the part of the world they enacted. Similarly, when a participant 
believed that good relationships with the community would enable them to get permission 
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 Musyawarah Rencana Pembangunan is a deliberative multi-stakeholder forum that identifies and prioritises 
community development policies. This forum aims to discuss, negotiate, and harmonise any differences between 
government and non-governmental stakeholders, and to reach collective consensus on development priorities 
and budgets.  
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from the community to mine the area, this contributed to the enacted CSR as a medium to 
gain a licence to operate. What these findings explain is the “believing is seeing” concept of 
the enactment. The participants actually acted: “I will see it when I believe it”. Their beliefs 
represented their cause maps, which they imposed on their environment, after which they saw 
what they had already imposed, that is, the enacted environment.  
 
The findings show the cyclical process of enactment: believing controls seeing, then seeing in 
turn conditions further believing, which in turn controls further seeing, and so on. This can be 
illustrated as a cycle adapted from the interpretation cycle from Neisser (1976). As shown in 
the theoretical framework, the schema in Neisser’s (1976) interpretation cycle represents 
believing, which influences what is seen through perceptual exploration, and results in the 
actual present environment, which is the enacted environment. This enacted environment 
then modifies parts of the schema, which then influences the perceptual exploration and 
results in another enacted environment, and again modifies the schema, and so on. Figure 19 
illustrates the enactment cycle found in this study.  
 
 
 
 
 
 
 
 
 
CHAPTER 9. DISCUSSION 308 
 
Actual world  
(potentially available 
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Perceptual 
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As shown in Figure 19, A, C, and E are the schema or cause maps that explain what the 
organisational members believe. A is a cause map, that explains “If we give positive 
contributions to our neighbourhood, we will have good relationships with our neighbour”. C 
is a cause map that explains “If we have good relationships with the community, the number 
of conflicts with the community will decrease”. Finally, E is a cause map that explains “If we 
have good relationships with the community and less conflicts with the community, we will 
get a social licence to operate”. In turn, B, D and F represent actual present environments, 
which are their enacted environments. B represents the enacted CSR as a medium to build 
good relationships with the community. D represents the enacted CSR as a medium to reduce 
conflict with the community. F represents the enacted CSR as a medium to get social licence 
to operate. Figure 19 shows a cycle of the enactment process, in which a new enacted 
Enacted Environment 
Cognitive map of 
the world and its 
possibilities 
Modifies Samples 
Directs 
B 
C
D 
E
Cause maps 
Locomotion 
and action 
F 
Figure 19. Cycle of Enactment Process 
(Adapted from Neisser, 1976, p. 112) 
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environment becomes “a new ecological change”, which contains equivocality, which leads 
the individuals to enact this environment and create a new cause map; this again results in a 
new enacted environment, and so on.   
 
The study also found that the companies enacted CSR as a shield to protect them from the 
community. The participants’ preconception that the community had become “wild” in the 
post-Suharto era led the company to enact CSR as a replacement for military security 
assurance from the government in the Suharto era. They could not enact the military 
approach to secure the mining area. It can be argued, however, that this is a self-fulfilling 
prophecy. When the participants acted on the premise that the community had become wild, 
they acted in a defensive and distrustful manner to which the community were likely to react 
unsympathetically. Thus, it seemed the community’s behaviour supported the premise.  
 
In a self-fulfilling prophecy the beliefs, whether they are true or not, have consequences in 
determining social reality. The beliefs are expectations that people expect to find (Heath & 
Bryant, 2000). Expectations may relate to stereotyping, may be based on what others say 
about certain individuals, or may be influenced by past experiences (Jones, 1986). In this 
case, the past experiences of the companies influenced their expectations. In the Suharto era, 
they perceived that the community was controllable. They felt safe. However, when 
Indonesia entered the democratic system the participants perceived the behaviour of the 
community had changed.  
 
In addition to the enacted CSR, the organisational members also enacted PR functions. The 
participants enacted PR as any activities that aimed to build relationships between the 
CHAPTER 9. DISCUSSION 310 
 
company and the community. This can be argued that the enactment of PR functions was 
aiming at managing issues to reduce legitimacy gap in the post Suharto era. This was 
different to their previous enacted PR, which focused on relationships with media and central 
government in the capital city. However, it was still unclear what they meant by PR as a 
relationship function. The participants may have just rephrased the words “public and 
relations”, instead of understanding what PR as a relationship function is. 
 
In the Indonesian private company and the multinational company, the participants, whether 
they were responsible for handling infrastructure building programs, or agriculture programs, 
or acted as field officers, claimed that they performed PR functions since they built 
relationships with the community. In line with this, top managers of the Indonesian private 
company and the multinational company also claimed that everybody was a PR officer. This 
is like the concept of “believing is seeing” (Weick, 1979). Since they believed that the PR 
function was about relationships with the community, they would see themselves as 
conducting this function since they built relationships with the community. This is also in line 
with the essence of enactment; that enactment is about what the organisational members 
believe they face and how they perceive it, which is confirmed by the actions they take. 
 
3.1.3.  The Enactment of the Community’s Culture to Build and Maintain Relationships with 
the Community 
As the organisational members enacted CSR and PR as a medium to build good relationships 
with the community, these enacted environments became new environments that caused 
equivocality. These enacted environments led to a further question: “How should they 
conduct CSR and PR that can lead to good relationships?” The answer to this question may 
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consist of more than one reasonable response. This means there is equivocality here. The 
participants responded to this equivocality through another enactment process. This study 
revealed that the participants remarked on the importance of understanding community’s 
culture. There is no specific definition stated by the participants about what they meant by 
“culture”. However, based on their responses this includes the community’s beliefs, 
traditions, rituals, language and religion. 
 
There are four reasons why participants perceived community culture as important. First, the 
participants mentioned that land acquisition often caused conflict between the company and 
the communities due to the ownership status of the cultural land as well as the cultural value 
of the land itself. They noted a different perception between the company and the community 
about the value of the land. The community perceived land as part of their life that must be 
maintained for their ancestors. Meanwhile, the company perceived the land as a mining 
commodity with a currency value.  
 
Second, the participants noted the dominant collectivistic value among the ethnic groups 
living around the mining area. They characterised the collective community as a group that 
stressed group goals over personal goals, and that individuals were more likely to be attached 
to their leaders. Within this culture, the participants believed that the community was 
dependent on powerful figures. In communities, as asserted by the participants, such power 
was usually held by ethnic group leaders, elderly people, religious leaders, adat leaders, or 
the wealthy. Individuals may also be able to gain power because of their formal position in 
the government, family, friends, charisma or educational background. In this study, those 
people were categorised by the participants as key actors within communities.  
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Third, the participants mentioned that the community members tended to speak in their ethnic 
languages rather than in Indonesian. In addition, they observed that in remote areas there 
were still some ethnic groups who could not speak Indonesian fluently. They also remarked 
that understanding ethnic languages was also important since some languages recognised 
stratification to show hierarchy and respect. 
 
Finally, the participants asserted the importance of religion in the community. They observed 
that the community perceived religion as part of their life. The majority of the community 
members practised religion. The participants noted that Islam was the dominant religion of 
the community. In line with this, muslim leaders were also noted by the participants as key 
actors within the community. 
 
The participants asserted that cultural factors influenced the way they conducted CSR and PR 
practices. They believed they enacted the community’s culture in conducting their CSR and 
PR. As Coombs (1992) noted, societal values, such as collectivism, can serve as sources of 
legitimacy. This finding is in line with what Whelan (2007) maintained: CSR is always 
embedded within specific social and cultural context. Local factors strongly affected priority 
issues and operational aspects of CSR implementation (Weyzig, 2006). Similarly, as 
Sriramesh and Vercic (2009) pointed out, PR also adopts local values in their practices. This 
study revealed that the participants enacted this collective culture by enacting personal 
approaches in building relationships with the community.  
 
In the Indonesian private company and the multinational company, the personal relationship 
approach was enacted by expanding the organisational design by assigning field officers 
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under the Community Relations Department. Unlike these two companies, the personal 
relationship approach was enacted by staff of the PR Unit at the mining site. The company 
did not allocate new resources to enact this approach.  
 
3.1.3.1.  Assigning Field Officers Who Have the Same Cultural Background as the 
Community and/or Who Are Aware of Cultural Differences 
As asserted by the participants, the field officers were either recruited from the community, 
had the same cultural background as the community, or had a good understanding about 
cultural differences. This approach was conducted to gain legitimacy towards field officers 
who were acting as issues managers. Coombs (1992) remarked that issue managers have 
legitimacy when publics accept issue manager as having a right to speak on the issue. The 
participants’ explanation for this can be categorised in two ways.  
 
First, by having the same cultural background as the community, the participants believed 
that the community would accept field officers as part of their group. By speaking in the 
community’s languages, the participants believed that this enabled field officers to be 
accepted as the community’s family. What this study found was there were concepts of “in-
group” and “out-group” that the participants believed characterised the collective community. 
In a collective culture, an individual grows up within a “family”, which consists of not only 
parents or other children but also a number of people who live closely together (Hofstede & 
Hofstede, 2005). There is an individual loyalty to their group. There are practical as well as 
psychological dependence relationships between an individual and the “in-group”. Breaking 
“in-group” loyalty is one of the worst things a person can do (Hofstede & Hofstede, 2005). 
Within this “in-group” concept, the participants believed that there would be trust between 
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the community and field officers. The participants expected that the community perceived 
field officers as part of their “in-group” and loyal to the group. As the participants asserted, 
this approach would be able to support the company in delivering messages to the 
community.  
  
Second, the participants remarked that ethnic groups maintained unwritten and unspoken 
rituals and beliefs. For instance, newcomers [such as mining people] must ask permission 
from the ethic group leaders to enter the area otherwise they will be considered intruders; 
providing a gift to the ethnic leaders is commonly accepted as showing respect for them. This 
study used Hall’s (1976) concept of “high-context culture” and “low-context culture” to 
discuss this characteristic. The community around the mining area could be considered a 
high-context community. In a high context culture, there is less to be said or written because 
more of the meaning is in the physical environment or already shared by people (Jandt, 
2007). This culture strongly relates to the collective culture. High-context culture makes a 
greater distinction between insiders and outsiders. Since the meaning is shared among 
insiders, people do not have to say something explicitly and directly. The participants 
assumed that field officers, who had the same cultural background as the community, were 
part of the insiders and were able to help the company understand the community as well as 
to get the community to adopt the company’s views or activities.  
 
Further, as Hall (1976) noted, when there is a conflict, high-context communities tend to 
respond better to an “interlocutor” to understand what is bothering them. An interlocutor is a 
person who is involved in a conversation and represents someone or a group (Hall, 1976). 
Field officers were expected to act as interlocutors in the sense that they were involved in 
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conversation with communities since they lived in the community and at the same time 
represented the company. The participants believed that field officers who had the same 
cultural background as the community or were aware of cultural differences, could facilitate 
communication as well as relationships between the community and the company.  
 
The findings also show that the companies assigned field officers to be their consultants 
regarding the community’s daily issues as well as to be their interpreter. With their better 
understanding about the community’s culture, field officers supported the companies in 
building good relationships with the community as well as in communicating their CSR 
programs. The companies enacted the cultural interpreter role of PR to add the companies’ 
sensitivity towards local values. This role is usually enacted by an organisation that conducts 
business in another country and an organisation in a single country that must work in the 
multicultural environment (Grunig, Grunig, Sriramesh, Huang, & Lyra, 1995). This enacted 
role of PR is also in line with the principle of the enactment process, that the organisation is 
always in the interpretation process to reduce uncertainties. As Daft and Weick (1984, 2001) 
maintained, organisations are active, open social systems that process information from the 
environment. There are uncertainties within the environment that urge the organisations to 
seek interpretations that then underline their actions. The cultural interpreter role was enacted 
as the companies developed specific ways to interpret their environment. 
 
3.1.3.2.  Enacting Community and Cultural Events as Media for Building Relationships 
The participants mentioned that field officers and/or other companies’ representatives always 
attended community meeting or events, such as ethnic group celebrations, or religious events. 
Companies’ participation in religious events, such as Eid ul-Fitr, Eid al-Adha, or Christmas, 
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were noted by the participants as a way of the company getting involved in the community’s 
life as a family. The company’s zakat124 during Eid ul-Fitr and Eid al-Adha, for instance, 
shows another company’s involvement in a community ritual. One possible explanation for 
this could be that the company expected the communities to accept them as “in-group” 
members or insiders. In addition, as Coombs (1992) noted, involving in the community’s 
tradition is one way to gain legitimacy.  
 
3.1.3.3.  Building Personal Relationships with Key Actors 
The participants stated that due to the collective culture of the community, the organisational 
members built personal relationships with key actors to gain support from them. The 
participants noted that in the collectivistic community, key actors held the dominant role in 
decision-making processes. In other words, the participants believed that the community’s 
acceptance towards the company was influenced by key actors’ opinions. Opinions of those 
in power are rarely questioned and subordinates are not encouraged to voice their own 
opinion (Szondi, 2009). Within this culture, the participants believed that the community 
attached their opinion to the views of their leaders. 
 
This belief has been found to influence the participants to enact personal relationships with 
key actors. This study revealed that the organisational members built personal relationships 
with several key actors for different reasons. The study argued that the participants enacted 
whom they perceived to be powerful and/or potentially threatening to their actions. This 
approach is in line with the endorsement strategy to gain legitimacy (Coombs, 1992). 
                                                 
124
 Zakat is an obligatory charity for every Muslim at the end of the month of Ramadhan, prior to id ul-Fitr. To 
celebrate Eid al-Adha, muslim people who can afford to do so sacrifice domestic animals, such as goats and 
cows, as a symbol of Ibrahim’s sacrifice. They then distribute the meat among people, especially to those in 
need. 
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Endorsement is used to get legitimacy by showing supports or approval from a legitimate 
party, in this case supports from key actors (Coombs, 1992). 
 
This study revealed that the participants built personal relationships with local government 
representatives. The decentralised system in the post-Suharto era has placed the legal aspects 
of mining operations under local government jurisdiction. However, the participants noted 
that during the Suharto era the local government was never involved in arranging mining 
policies. Everything was organised by the central government. This has affected the 
understanding of local government staff regarding mining operations regulations. This 
condition, which can be argued as the environment created by the company, has led the 
company to conduct training for local government employees. The companies trained and 
provided them with knowledge about mining operations to avoid misunderstandings between 
the local government and the companies. It can be argued, however, that the training towards 
local government representatives aims to influence them to adopt and accept the views of the 
company.  
 
Further, the participants pointed out that they approached local government people to avoid 
problems regarding legal issues and more importantly to get legal certainty for the benefit of 
future investors. The participants observed that the decentralised system also led to the 
companies being subjected to regional tax. For the multinational company, which operated 
based on the work of contract system, regional tax was never mentioned in their contract with 
the central government. However, as noted by the top manager of this company, they could 
not refuse when the local government asked them to pay tax. Good relationships with the 
local government accordingly were enacted to avoid more pressure from the government in 
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relation to the regional tax. They enacted this as the company perceived this condition has 
given some disadvantages to the company in some ways.  
 
The participants also enacted personal relationships with informal leaders, such as religious 
leaders and ethnic group leaders, since they believed that this would enable them to reduce 
conflict between the company and the community. The participants observed that in a conflict 
involving members from different ethnic groups it was only ethnic group leaders or adat 
leaders125 who could help solve a conflict, not the kepala desa126. The participants also 
enacted personal relationships with religious leaders whom they believed to have power to 
influence community opinion, due to the condition that the community was actively 
practising the religion. In the case of land conflicts, the participants observed the importance 
of relationships with these ethnic leaders.  
 
Relationships with local media professionals as described by the participants were enacted in 
three relational types. The first was formal relationships, in which companies sent releases or 
conducted press conferences to disseminate information. The second was informal personal 
relationships in which the companies extended their professional relationships with the media 
people into friendships outside of the workplace, such as by playing sport together, or 
entertaining them. The third was maintaining complementary relationships, such as by giving 
gifts when the media people celebrated birthdays. The participants believed that extending 
personal networks among media professionals brought benefit to the companies, especially in 
minimising unfavourable media coverage. Relationships with media in these companies also 
predominantly reflect the practice of the press agencies, publicity models and the public 
                                                 
125
 Adat leaders are those responsible for maintaining a set of local and traditional laws. They are usually the 
elders of ethnic groups. 
126
 Kepala desa is an administrative leader who is in charge of leading a village. 
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information models of PR (Grunig & Grunig, 1992). The participants asserted that media 
relations mainly aimed to publish CSR programs and were forbidden to expose controversial 
issues that might lead to conflict.  
 
Further, the participants claimed that they built dialogue through field officers and key actors. 
It was not clear what they meant by “dialogue”. However, it can be interpreted that this 
dialogue is seen as conversations that define and redefine relationships between the 
companies and the communities. Conversations are carried out to manage similarities as well 
as differences of interests between them (Baxter & Montgomery, 1998). However, it can be 
argued that the companies’ conversation may also be aimed at manipulating the community. 
As shown in the findings, dialogue in this study was enacted in response to a perception that 
conflict had to be managed more directly with the communities after Suharto stepped down.  
 
3.2.  International Corporate Social Responsibility Movements 
As mentioned in the findings chapters, before year 2000 Company A and Company C 
enacted community development programs to support the government’s development plan. 
The international CSR movements, however, triggered the companies to enact CSR in a 
different way. The participants referred CSR international movements to the ISO14001127 in 
conducting CSR, the UN Global Compact, the GRI standard in CSR reporting, and concept 
of sustainable development which emphasises the importance of a company in taking into 
account balanced social, environment and economic considerations for the long term. 
Statements from the participants that they needed to conduct CSR because they relied on the 
international market, or to maintain share prices, or to follow international codes of conduct, 
                                                 
127
 ISO 14001 is an environmental management standard, which aims to assist the organizations to protect the 
environment, to prevent pollution, and to improve their environmental performance. 
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indicated that the companies needed to construct new schema to accommodate these 
international concerns.  
 
As implied in enactment theory, every organisation has their schema that acts as a reference 
to decide whether a certain condition can fit well or not. When a certain event occurs and 
does not fit well in their schema, then the organisation will construct a new schema to make 
sense of a new condition. This study argues that the international CSR movement was 
perceived as not well fitted to the previous schema that the companies had retained. 
Accordingly, they enacted this CSR movement by constructing a new understanding and 
interpretation of the environment.  
 
It can be argued as well that they searched for a new way to enact CSR because they enacted 
the shareholders’ expectations. They believed that if they fulfilled the shareholders’ 
expectations they could maintain them to keep supporting the company financially. This 
enactment was found in the three companies studied. In spite of the fact that the majority of 
shares of the Indonesian private company were owned by an Indonesian private corporation, 
this company claimed to be an international player. Accordingly, this company was 
concerned about international CSR movements. Similarly, the participants from the 
multinational company were concerned about international CSR movements due to their 
international shareholders. Finally, despite the fact that the state-owned company’s shares 
were mostly owned by the Indonesian Government, this company sold 35% of its shares to 
the public with the majority of them being foreign investors. Therefore, the participants from 
this company claimed that the company needed to enact the international CSR demands as 
well. 
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The participants agreed that the nature of the mining industry is contentious. Issues relating to 
noise, environmental pollution, or jealousy between mining employees and non-employees 
due to income differences, all have implications for the local community. The participants 
noted that mining was a very easy industry to hate. Accordingly, the participants indicated 
that company image was an important issue for them. The participants claimed that the 
companies have managed these negative impacts through their CSR commitments.  
 
The participants agreed that CSR issues related to the environmental and social impacts of the 
company. In the multinational company, the head office overseas supervised the company to 
conduct the environmental and social assessments prior to the mining operation. Similarly, 
the participants from the Indonesian private company claimed that they conducted a 
feasibility study. There is no information about this from the state-owned company.  
 
In the Indonesian private company and the multinational company, issues that relate to the 
mining impact on the natural environment, such as tailing systems or air and water pollution 
management, are managed by a mining operation unit. There was no information regarding 
this issue from the state-owned company. The participants from the Indonesian private 
company and the multinational company claimed that the companies have followed the 
government regulations to control negative environmental impacts. In the multinational 
company, the head office already provided the company with a guideline. Participants from 
this company claimed that their company not only followed the Indonesian Government 
environmental standards but also international standards. Similarly, the participants from the 
Indonesia private company claimed that because the company wanted to embrace world-class 
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standards, they applied the Environment Management System (EMS) in compliance with ISO 
14001.128 These findings indicated that in relation to environmental issues the participants 
enacted standard operational procedures that they believed supported the international 
standards and the Indonesian Government regulations. This finding is in line with Chambers, 
Chapple, Moon, and Sullivan’s (2003) study, which suggests that firms that operate 
internationally are more likely to engage in CSR and to institutionalise it through codes. 
Nevertheless, this can be argued that this enactment was aiming at gaining legitimacy from 
international shareholders by showing that their CSR standards were in line with the 
international standards. The companies have enacted an endorsement strategy to be 
legitimate. 
 
As implied in enactment theory, when the participants chose to concentrate on social issues, 
they bracketed a certain event in their environment. Enactment is choosing a certain event 
from environments for a closer look (Weick, 1979). When the organisational members faced 
international CSR demands, they also faced equivocality. The participants agreed that CSR 
was something important but it could mean anything. This implied equivocality, since there 
was more than one possible meaning. This meant they needed to reduce the number of 
possible meanings around CSR.  
 
The participants in this study developed a cause map to explain their choice. The cause map 
reflected their expectations or beliefs. It also related to their enacted CSR, which has been 
discussed earlier in this chapter. This study reveals that they developed a cause map so that if 
CSR was able to reduce conflict with the community, the company would be able to provide 
                                                 
128
 ISO 14001 is the international standard for an environmental management system, which sets out 
requirements for establishing an environmental policy that balances the environmental impact of the company’s 
activities with the company’s goals (Cheremisinoff & Haddadin, 2006).  
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a profitable environment for the mining operation. They also believed that by showing their 
responsibility towards the community, they could build a good corporate image, which was 
important to maintain their share price. This, accordingly, influenced the companies to enact 
PR as media relations and publications functions. 
 
As noted by the participants, the main messages of their PR activities were about their 
community development programs. In other words, they enacted PR to publish how the 
company conducted CSR to show their social responsibility towards their community. The 
participants believed that if the company received a positive media publication about their 
CSR programs, then they would enjoy a good corporate image. This enacted PR was a result 
of the enacted CSR as a medium to build a good corporate image.  
 
It is likely that organisations take actions to maintain their continued legitimacy. Since the 
changing of social values and expectations is a difficult process, most organisations tend to 
adapt their behaviours to be conform with publics’ expectations and use communication to 
portray their behaviour as in line with publics’ expectations (Waddel and Pfeffer, 1975). PR 
functions are often carried out to portray their behaviors to be congruent with social values 
and social expectations, which is in line with the symbolic approach to manage legitimacy 
(Richardson, 1985). This can be argued however, that this symbolic approach does not 
actually change the organisation’s ways of practices. Bussy (2007) added that organisations 
often conduct PR functions to manage and manipulate legitimacy.  PR functions are enacted 
so that the companies’ activities can be seen as legitimate.  
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In the Indonesian private company, this study found that this enacted PR was assigned to a 
unit called the Public Communication Unit. This unit was formerly called the Public 
Relations Unit, which was mainly responsible for handling media and guest relations, as well 
as publication materials. In the new organisational design, however, the management changed 
the name of this unit to Public Communication Unit but with the same responsibilities. This 
new name was chosen to avoid misinterpretation that PR was only the responsibility of the 
PR Unit. What this study found was that management enacting public communication as PR 
functions to communicate messages to the public at large. This finding also represents a 
labelling process to reduce ambiguity. The label “public communication” has been used to 
reduce the ambiguity. In organisations, words that are transformed into labels produce stable 
connections among information within the environment. The label combines bits and pieces 
of data, gives them meaning, suggests appropriate actions, implies a diagnosis, and removes 
ambiguity (Weick, 2001). Labelling, accordingly, helps the organisational member to focus 
on certain actions and reduces the number of possibilities of actions that may occur. The 
management used the label “public communication” to emphasise that the unit was mainly 
responsible for handling communication with the public through mass media and 
publications. The fact that the function of this unit is exactly the same as when the unit was 
called “public relations unit” supports this labelling process. This is about changing the name 
of the unit and the interpretations attached to the actions taken by the unit. As Weick (2001) 
commented, labels contain their own implication for actions.  
   
In the multinational company, despite the fact that its top manager claimed that all staff 
within the division were PR practitioners, this company had a “Public Relations Unit” within 
this division. This unit was responsible for handling media and guest relations, as well as 
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publication materials. The manager of this unit was also the spokesperson of the company in 
dealing with the media. The participants noted that for the mining industry and a 
multinational company managing company reputation was very important. Therefore, the PR 
unit of this company focused on media relations that they believed were able to support their 
effort to manage reputation. The company did not refer to the unit as media relations, since 
they believed it would decrease the essence of the unit’s function. The unit was not only 
about managing relationships with mass media. Mass media were the tunnel through which to 
communicate with the public at large. Therefore, the participants insisted that the term 
“public relations” was suitable for the unit, and the term “external relations” well suited for 
the name of the division, which covered all units. This finding also showed a labelling 
process. This study argues that the label tends to urge a response that fulfils the prophecy 
made by the label. When organisational members believed that PR was about building a good 
corporate image through media relations, then they would get good publicity from the media. 
It seems this supports their prophecy. However, it can be argued that their beliefs have 
directed them to publish only good information about the company. 
 
In the state-owned company, the researcher found a PR unit at the head office as well as at 
the mining site. Similar to the Indonesian private company and the multinational company, 
this unit was mainly handling media relations and publications to publish their community 
development and the partnership and environmental development programs. In addition, PR 
practitioners in this unit enacted the role of PR as a penyuluh or educator to educate the 
community about the mining operations.  
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Figure 20 illustrates the enactment process in the Indonesian private company and the 
multinational company as a response to international CSR movements.  
 
 
  
                                                                                                                              
 
 
 
 
 
                                                                          
 
 
 
 
 
 
 
 
 
 
                                                                                                                                                            
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                                                                                     
The companies enacted the interpretation by embracing 
the international CSR standards and the Indonesian 
government regulations, as well as enacting local context 
in CSR practices. 
 
The companies enacted the interpretation by 
enacting CSR as a medium to build a good 
corporate image. 
The companies enacted the interpretation by enacting 
community development program. 
The companies enacted the interpretation by enacting 
the capacity-building programs. 
Figure 20. The Enactment of CSR and PR due to the International CSR 
Movements in the Indonesian Private Company and the Multinational Company 
Interpretation: If the company does not fulfil the international demand to act environmentally and be 
socially responsible their share price will drop and the company may lose their shareholders. 
 
Interpretations: The mining operates in an 
underdeveloped area. 
Interpretation: There are economic and social cultural 
impacts of mining operation towards the community. 
Interpretation: Good media publication is 
important to build a good corporate 
image. 
The companies enacted the interpretation by 
enacting media relations and publication functions 
of PR. 
INTERNATIONAL 
CSR MOVEMENTS 
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The enactment process in the state-owned company is illustrated in Figure 21.   
  
                                                                                                                                                                           
               
 
 
 
 
 
 
 
                                                                          
 
 
 
 
 
 
 
                                                                                                                                                     
 
 
 
 
 
 
 
 
 
 
                                                                                                                     
 
 
3.2.1.   CSR as Community Development 
As the organisational members decided to enact social problems as a response to international 
CSR movements, they looked for any social issues within the community. The participants 
stated that their mineral resources were located in remote and undeveloped areas, in which 
traditional and subsistence communities lived. They noted that there was a lack of 
infrastructure facilities, such as education and health facilities, access road, irrigation system, 
and water supply in the mining area. There was also a lack of educational background among 
the community. The participants considered the communities as low-income earners and were 
The company enacted the 
interpretation by enacting the 
partnership and environmental 
development program as their CSR 
commitment. 
The company enacted the 
interpretation changing the name 
of the unit to CSR Group. 
The company enacted the 
interpretation by enacting CSR as 
a medium to build a good 
corporate image. 
Figure 21. The Enactment of CSR and PR due to the International CSR Movements in the 
State-Owned Company 
Interpretation: If the company does not fulfil the international demand to act environmentally and be 
socially responsible their share price will drop and the company may lose their shareholders. 
 
THE INTERNATIONAL 
CSR MOVEMENTS 
Interpretation: The number of illegal miners has 
increased and if the activities of illegal miners 
cause pollution the company’s image will be in 
danger. 
 Interpretation: Good media publication is 
important to build a good corporate image. 
The company enacted the interpretation by 
enacting the role of PR practitioner as a 
penyuluh or educator. 
The company enacted the interpretation by enacting 
media relations and publication functions of PR. 
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mostly reliant on farming. These statements indicated that they had interpreted the 
environment they faced. The social economic condition of the community had become the 
main concern of the participants. Choosing issues that have become the publics’ concern is 
important to gain public acceptance. As Coombs (1992) pointed out, an issue is legitimate 
when public accept the association between themselves and the issue and recognise it as their 
concern. The issue legitimacy is important to get the public interested in and involved with 
the issue’s resolution, which is the company’s CSR program. 
 
These interpretations influenced the company to enact CSR as a community development 
program. There was still an unclear explanation about what they meant by “community 
development”, except that this term referred to any programs aimed to develop the area as 
well as the community around the mining operations. They claimed that community 
development became their priority because of the company’s commitment to develop the 
community. They enacted community development through programs to build infrastructure 
facilities as well as develop the community’s skills.  
 
CSR practice in general often relates to development issues (Hopkins, 2009). There was no 
specific definition of “development” addressed by the participants. However, from their 
responses this study revealed that in the Indonesian company and the multinational company 
the development not only referred to infrastructure facilities building, such as the school, 
health centre, bridge, dam and access road, but it also meant eliminating poverty and 
unemployment, increasing the health and education quality, as well as supporting agriculture 
transformation. Unlike these two companies, “development” in the state-owned company 
mostly referred to economic growth and infrastructure facilities building. 
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As Blowfield and Frynas (2005) asserted, there is a different approach of CSR between 
developed and developing countries. They maintained that in developing countries, like 
Indonesia, there was a critical agenda to discuss CSR programs in relation to companies’ 
contribution to the development. Tavis (1982) added there was an additional responsibility 
that was commonly associated with the companies’ role in the developing world –
development responsibility.   
 
The participants from the Indonesian private company, which started its operation in the 
Suharto era, stated that they had conducted community development since they initiated 
operations. In the Suharto era, however, they implemented community development as part 
of their charitable donations to a good cause for the community. According to the 
participants, the charity programs were dominant since the villagers were still incapable of 
discussing what they needed. Whether this statement reflected a real condition of the 
community or not, it implied what the participants thought they faced. They believed that 
they knew better about what the community needed. This belief justified the action that the 
company took in the Suharto era. The findings also show that the Indonesian private 
company conducted community development in the Suharto era to support the government’s 
development program. This company was willing to do it as the participants believed this 
gave them benefits to maintain good relationships with the central government. As enactment 
theory maintained, the participants enacted whom they believed to be powerful and/or 
influence the company’s activities.   
 
In the state-owned company, the charity approach was in line with the authoritarian system 
during the Suharto era. This political system influenced the way the company operated. The 
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top-down approach was quite commonly applied by government institutions including state-
owned enterprises. The participants from this company believed that the government, which 
was the owner of the company, had designed the development program, which was best for 
the community. The centralised system in conducting partnership and environment 
development programs as well as community development programs supports this top-down 
approach.  
 
3.2.1.1.  The Enactment of Economic Impact of the Mining Industry 
During the interviews, the participants noted both positive and negative impacts of their 
mining operations on the economic condition of the community as well as the country at 
large. The mining industry contributes positively as well as negatively to local development. 
As described in Chapter 5, mineral resources have become the main national and regional 
income for Indonesia. This industry has positively contributed to national, regional and local 
revenue.  
 
In the state-owned company, the participants claimed that their industry aimed to meet the 
state development goals. They claimed that economic development, which aimed to reduce 
poverty, had become their main concern. In the Indonesian private company and the 
multinational company, the participants illustrated the positive impact of their company at the 
regional level by showing how the industry contributed to other sectors of industry. This 
contribution can be measured by way of a multiplier.129  
 
                                                 
129
 For instance: the employment multiplier for one country is determined to be roughly 2.5, meaning that for 
every job generated in mining 2.5 other jobs are created in other sectors of the economy (Dorian & Humphreys, 
1994). 
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The participants from the three companies claimed that the companies had an effect on local 
business, for example, community members started to open restaurants around the mining 
area or rented out their rooms to the employees who came as migrants. They claimed that the 
companies have contributed significantly to the income of the local government. The 
participants also claimed that their industry has created great employment opportunities. The 
mining activities attracted many people to their areas. They were either employees of the 
company or migrants who saw the opportunity for a better lifestyle. The numbers of migrants 
who came with a hope to work with the company had increased significantly. Although these 
migrants contributed positively to the development of the area, the participants noted that 
they have had a negative effect on the local indigenous people who could not compete in the 
job market. 
 
In spite of this, there were also negative impacts of the mining, such as air and water 
pollution that affected the community’s health or destroyed the forest. But as enactment 
principles implied, the selection process often moved in the direction of self-fulfilling 
prophecies (Weick, 1979). Accordingly, the indicators, which were used to show the positive 
contribution towards regional development, such as multiplier impact and employment 
opportunities, were pointed out to justify what the participants believed was right.  
 
The participants observed that in spite of the fact job opportunities could contribute positively 
to the local economic development, these also often created conflicts between the company 
and the communities. The participants mentioned that the mining industry involved high-
technology facilities to explore and process resources. This requires well-trained employees. 
However, not many local people had the skills needed. An employment opportunity became 
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the main issue when they started their operations. The communities wanted to work with the 
companies in the hope of gaining a better income. However, the company could not recruit 
them due to their lack of skills and knowledge.  
 
In responding to this perceived problem, the participants created and enacted the 
environment. This study found that the participants perceived the community’s lack of skills 
and education as the cause of the conflicts. Accordingly, they enacted the community 
development program through the capacity-building program. The participants defined 
capacity-building programs as programs that provided training to improve the community’s 
knowledge and skills, such as training to be a mechanic, training about agribusiness, or 
training about how to run a small business like a restaurant. To support this capacity-building 
program, the company also provided soft loans for the community to start their business. The 
participants noted that soft loans here referred to loans from the company with low market-
rate interest and long repayment terms.  
 
The enactment of this capacity-building and soft loan program was accompanied by cause 
maps that the participants built. They noted that by providing training as well as soft loans for 
the community, they believed the community would have another source of income and not 
rely on the company. This also meant that there would be less pressure from the community 
demanding jobs from the company.  
 
This finding indicated that the participants chose to enact a certain interpretation among other 
interpretations of the situation they faced. As mentioned before, the participants perceived a 
lack of skills and knowledge of the community as the reason why the community could not 
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work with the company. However, as shown in this study the participants did not enact this 
condition by giving training that enabled the community to work for the company. Instead, 
they provided training that they believed would reduce dependency of the community on the 
company. This can be argued that they did not solve the main problem. But again, enactment 
is about taking action to manage the environment that they believed they faced. When they 
believed that the problems were about the community’s dependency on the company, then 
they would enact community development programs to reduce or even eliminate this 
dependency. The findings showed that they also enacted sustainable development and mining 
closure commitments to justify that their decision in enacting these capacity-building and soft 
loan programs was the right decision.  
 
3.2.1.2.  The Enactment of Social and Cultural Impacts of the Mining Industry 
There were social and cultural impacts of mining companies on the community noted by the 
participants. For the purpose of the study, the researcher defined social impacts as those that 
influenced the interaction between people or groups, and cultural impacts as those that 
influenced the basic belief and values of people or groups. It is often difficult to strictly 
differentiate between the social and cultural factors. They often relate to each other. 
Similarly, the social impact also often relates to the economic impact, discussed previously. 
 
This first phase of mining industry, exploration and construction, often causes social and 
cultural impacts. The exploration and construction phase involves land acquisition and area 
development. The construction development, such as opening an access road, power and 
water supply, create disruptions to the community. The most visible social impact of the 
mining operation that the participants remarked on was the change from agricultural land and 
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livelihoods to mining activities. The Indonesian private company and the multinational 
company operated in the area where the community mostly relied on farming and forestry. 
Before these companies started their operations, the indigenous community mostly relied on 
forest resources such as hunting animals, collecting honey, wax, scented woods, nuts and 
birds. Most of them also employed swidden130 agriculture, traditionally involving long and 
complex rotations of crops and trees on various patches of land. By converting the forest for 
mining purposes, the indigenous community had to give up their previous cultivation 
activities and either work for the mining industry with the hope of a better economic status or 
find another job, which was difficult due to the lack of skills.      
 
The participants observed that the development of the mining industry created a small group 
of highly paid employees, while other community members remained relatively poor. There 
were new settlers who worked for the company and created a new community group. This 
was perceived to lead to jealousy and conflict, especially for the young generation. The 
young generation often believed that being a mining company’s employee was more 
respectable than being a farmer. However, not all of them had skills required by the company.  
 
In the state-owned company, a gold mining operation, the participants claimed that the 
presence of this company has created a “gold culture”, which was also perceived as an 
“instant culture”. The participants explained that gold mining was considered new for the 
community who lived in the mining area. Once the company started its operation, the 
communities saw a new opportunity to get cash instantly as illegal miners. Once the company 
opened road access, the number of migrants increased. The migrants mostly came to mine 
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 This is also known as “shifting cultivation” (Crevello, 2004). 
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gold illegally. Working as illegal miners could give them more money instantly compared to 
farming, and required minimal skills. This had become a reason for the community to reject 
the training program from the company.  
  
The land acquisition during mining exploration often led to conflict between the company 
and the community. The Indonesian private company initiated its exploration during the 
Suharto era, when the mining industry was expanded excessively and became the main 
source of national income. The company did not have to deal directly with the community 
during the land acquisition process since the central government has arranged it for them. In 
the post-Suharto era, however, land ownership has become an issue that has led to direct 
conflict between the company and the community. There were two issues that the participants 
believed caused conflict during the land acquisition process. Even though the company 
compensated their land with a certain amount of money, the community was often not happy 
with whatever money the company gave. The community perceived their land as part of their 
life that should not be given to any foreigners but should be maintained for their descendants. 
There were areas that the communities believed were sacred, such as the graves of their 
ancestors. The community would not give up this land for the mining operation. What this 
finding showed was how the company and the community perceived the land differently. The 
community perceived their land as part of their culture and life while the company perceived 
the land as a commodity.  
 
The participants from the Indonesian private company remarked that the mining operation 
also affected the way certain indigenous people lived. There were some indigenous people, 
who still lived nomadically. They mostly relied on forestry. Since the area where they lived 
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and the forest were changed into mining areas, the company relocated them and built housing 
areas for them. The company provided them with permanent houses as well as training in 
order to help them to get a better living. However, not many of them were willing to live in 
the houses permanently. It could be argued that this may be because of different meanings 
applied to a “better living” between the mining people and the local people.  
 
Relocating the mineral resources to reduce or even eliminate these socio-cultural impacts was 
clearly not an option. The companies came to the area to exploit the minerals and generate 
profits for their shareholders. The mining industry had to deal directly with the situation in 
the area where the company needed to explore the mineral. This study found that the 
companies enacted CSR to solve these socio-cultural problems.  
 
The participants believed that the capacity-building and soft loans programs could support the 
land acquisition process. They explained that the communities who lost their main source of 
income (the land) could get a new source of income for their lives through these programs. 
Some instances, such as some community members starting a mechanics business or opening 
a restaurant or starting agribusiness, were used by the participants to justify this belief. This is 
again a self-fulfilling prophecy. It can be argued that the community members opened a new 
business because the participants directed them to do so. 
 
In the state-owned company, to respond to the instant culture within the community, the 
participants enacted PR as penyuluh. Penyuluh is an Indonesian term that was first used to 
describe those who assisted farmers to adopt a new agriculture system. They were known as 
an agriculture extension. PR as penyuluh referred to the PR function to educate the 
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community about the mining industry. As shown in the findings, the participants enacted this 
function since they blamed the illegal miners for causing pollution and not considering 
mining safety, which may have an impact on the image of the company. In addition, this 
enacted PR was important to convince the community to accept the company’s community 
development programs. In other words, in the end this enacted PR aimed to build a good 
corporate image. 
 
3.2.2.  Corporate Social Responsibility as Sustainable Development and Mining Closure 
Program 
The term “sustainable development” was only mentioned by the participants from the 
Indonesian private company. This term was first introduced in 2003, when the company used 
it as the name of the division that was responsible for CSR and PR functions. The participants 
from this company related this term to the aim of the company to decrease the community’s 
dependence on the company prior to the mining closure.  
 
This is also in line with the statement from the participants from the multinational company 
who perceived their community development as part of their mining closure program that 
aimed to enable the community to be more independent. The training program and soft loan 
program, as discussed earlier, were examples of the participants claiming to be able to 
prepare the community to be more independent and not rely on their involvement in the 
mining operation for their main source of income.  
 
This study argues that the companies used the term “sustainable development” because they 
enacted international CSR movements. The study found, however, their enactment was only 
CHAPTER 9. DISCUSSION 338 
 
at the level of naming the program and the division rather than enacting the whole idea of 
what sustainable development was. This was supported by the fact that only participants from 
management level mentioned and were familiar with this term. Participants at the operational 
levels, such as field officers, always used the term “community development”.   
 
In the state-owned company, none of the participants mentioned sustainable development. In 
spite of this, they claimed that the company also enacted international CSR movements by 
enacting their annual sustainable development report. They named the annual report of their 
CSR activities “sustainable development report” and sent it to their international shareholders 
and published it online on their website.  
 
3.2.3.  Corporate Social Responsibility as Government Directive Program 
Unlike the Indonesian private company and the multinational company, the participants from 
the state owned company perceived CSR as part of their obligation to follow the government 
regulation. They believed that CSR was another name for partnership and environmental 
development program. All state-owned companies are obliged by the government to develop 
the area where they operate through the partnership and environmental development 
programs. The essence of this program is similar to the community development programs 
conducted by the other companies, which is to develop the infrastructure facilities and human 
resource capacity of the community. 
 
As state-owned companies, they are obliged by the government to conduct the partnership 
and environment development program. This influences the way they construct their enacted 
environment. The partnership and environment development program has become a means of 
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state-owned companies showing responsibility towards the environment around the mining 
area. The state-owned company in the study claimed to be an agent of development. The 
name “partnership and environmental development program” has become a unique idiom for 
state-owned companies to show their responsibilities. Through this unique idiom the 
participants made public what they believed about CSR.  
 
The participants also explained that the government has provided the standard operation 
procedures for conducting the partnership and environment development program, which was 
their enacted CSR. This means there is no need for the participants to research their 
environment to find new information. A standard operating procedure has become a frame of 
reference that limits the organisation’s exploration of their environment and often unfolds 
like a self-fulfilling prophecy (Weick, 1979). 
 
This is in line with the finding discussed at the beginning of this chapter, that this company is 
categorised as a passive organisation. The fact that the company simply changed the name of 
the unit while their activities remained the same has led to a stereotypical enactment process 
(Weick, 1979). Enactment has become the resemblance of the standard operating procedures 
within the company. The participants acted on and interpreted the enacted environment, that 
is, the partnership and environment development program, rather than the natural 
environment in which ecological changes occurred. Within this condition, the participants 
fitted their interpretation and actions into what they have known for so long. 
 
This study found that the condition of the state-owned company as a passive organisation has 
impacted on the enactment of their PR. As shown in Chapter 8, there were less than 10 
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people in the unit that was responsible for CSR and PR at the mining site. Only four of them 
were responsible for PR functions. Unlike the Indonesian private company and the 
multinational company, there was no statement from the participants that everyone was a PR 
practitioner. The participants always pointed to the staff in the PR Unit as their PR 
practitioners. This study found that the company enacted PR as a technician function. In 
addition, the government has provided the standard operation procedures for PR functions 
within the state-owned company. The procedures mostly concern media relations and 
publications, such as what kind of information the company can publish. 
 
The participants from the PR Unit at the head office stated that besides handling media 
relations and publications, they noted that staff from other units perceived them as internal 
event organisers. Other units, especially the CSR unit, asked them to do clerical work. It can 
be interpreted that the management as well as other organisational members perceived that 
PR was about communication technician functions, or that the PR Unit did not have many 
things to do.  
 
This condition, however, was not accepted by the PR Unit personnel. Their statements 
indicate that they requested other units to not ask them to do clerical jobs only. In spite of 
this, the findings suggest that their voices were not heard by other units or by management. It 
can be interpreted that the management of this company enacted PR as a technical support 
function. Accordingly, despite the fact that the PR staff expected to be treated as non-clerical 
officers, other units still treated them as internal event organisers. 
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3.3.  Summary of the Enactment Process 
What this study revealed was that the social and political changes in the post-Suharto era as 
well as the international CSR movements have influenced the companies to construct and 
enact their environment in new ways to manage the situation better. How each company 
constructed and enacted each factor was influenced by their ownership. They interpreted the 
environment and built cause maps for each enacted environment in order to make sense of 
and justify their actions. Once they enacted the environment, this new enacted environment 
led to additional equivocality. To reduce the equivocality, they interpreted and enacted the 
new environment, and so on.  
 
All participants perceived the social and political changes in the post-Suharto era as a 
movement of the “power” from the central government to the local government and the 
community. They perceived that the community had become more powerful. These social 
and political changes urged the companies to constantly negotiate with the community to gain 
their legitimacy. The companies allocated resources to manage the relationship with the 
community by establishing an independent unit at the mining site. They also enacted CSR 
and PR as functions to build good relationships with the community.  
 
This study found that the companies enacted CSR to maintain their continued legitimacy. 
CSR was enacted to gain acceptance from the communities and shareholders. In addition, PR 
functions were enacted to manage the legitimacy gap due to discrepancy between the 
companies behaviours and the communities expectations in the post Suharto era. PR 
functions were also enacted to portray the companies behaviours as in line with the publics’ 
expectations.  
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The Indonesian private company and the multinational company enacted CSR and PR as 
unseparated functions. The participants claimed that all staff within the division performed 
CSR and CSR functions. This enactment reflects the organisational design of these 
companies that assign both functions to one independent division. By contrast, in the state-
owned company, the participants perceived CSR and PR as separate functions. This is in line 
with the organisational design, which assigned these functions into two separate units, and 
each unit followed a separate standard operational procedure provided by the government. 
The enacted role of PR practitioners as internal event organisers indicated that the PR Unit 
acted as a technical support unit for other units including the Community Development Unit. 
 
Compared to the state-owned company, the Indonesian private company and the 
multinational company were more active in enacting the environment. They allocated 
resources by assigning field officers who lived in the community and acted as agents of the 
community. This contributed to the enacted PR role as the companies’ agents. The role of PR 
as cultural interpreter was also enacted, as these field officers, who have the same cultural 
background and/or are aware of cultural differences, acted as interpreters of the company to 
understand the local culture.  
 
The organisational design in the Indonesian private company and the multinational company 
assigned the manager of the CSR and PR division to have a direct link to the top manager. 
This reflects the enacted role of PR as the organisational interpreter to support the top 
manager in decision-making processes. The organisational design of these companies also 
shows the CSR and PR division as a supporting unit to other divisions in dealing with the 
community 
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The size of the division that handled their CSR and PR programs, which numbered almost 
100 employees within more than 10 sub-units, also indicates that the Indonesian private 
company and the multinational companies allocated significant resources to research their 
environment. The participants from these companies believed that their shareholders 
expected them to secure their investments from any disturbances and to maintain the 
operation to be profitable. If they could not provide a safe environment for the operation they 
were afraid the share price would drop. Meanwhile, in the state-owned company, the unit 
consisted of less than 15 employees within three sub-units. The organisational design of this 
unit also shows that the unit did not have a direct link to the top manager. It can be argued 
that in the state-owned company, they did not allocate more resources to secure the business 
as they were prepared to rely on the military approach as in the Suharto era.  
 
The study revealed that international CSR movements have contributed to CSR enactment. 
The participants referred CSR international movements to the ISO14001131 in conducting 
CSR, the UN Global Compact, the GRI standard in CSR reporting, and the concept of 
sustainable development. The participants noted that they enacted the international standards 
of CSR because they relied on the international market, or to maintain share prices, or to 
follow international conduct. They enacted CSR as a means to build a good corporate image 
to maintain shareholders as well as share price. This enacted CSR has contributed to the 
enacted PR role as media publicists to maintain a good corporate image. While they practise 
the international standards of CSR, the companies also adopted the local context in 
conducting CSR programs. Community development was enacted since the companies 
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 ISO 14001 is an environmental management standard, which aims to assist the organizations to protect the 
environment, to prevent pollution, and to improve their environmental performance. 
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operated in remote and undeveloped areas in which traditional and subsistence communities 
live.   
 
In the state-owned company, they acted upon the international CSR movements by enacting 
the partnership and environmental development program, as directed by the government, and 
named the department responsible for the partnership and environmental development 
program as the CSR Group Department. This shows labelling in the enactment process. The 
company also enacted the role of PR as a penyuluh or educator. They believed that the 
community’s activities as illegal miners might cause pollution and put the company’s image 
in danger.  
 
Finally, this section concludes that the enactment of social and political changes in the post-
Suharto era is not separate from the enactment of international CSR movements. The findings 
support the proposition that there is no enactment that is totally independent of any other 
enactment in the organisation. The enactment of cultural values in building relationships with 
the community is in line with the enactment of CSR practices that adopt local context. Field 
officers in both the Indonesian private company and the multinational company are assigned 
to support CSR and PR practices.  
 
3.4.  Implications for Public Relations Scholarships 
In PR literature, CSR is discussed under the topic of PR and ethics. As discussed in the 
Literature Review, the utilitarian approach has failed to provide a framework to understand 
the process of how PR practitioners engage in this ethical challenge. Scholars propose the 
two-way symmetrical model as the best approach to ensuring ethical decision-making. This 
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model, however, has been criticised as a normative guideline that is almost impossible to 
follow in actual CSR and PR practices. Further, previous studies on PR ethics and CSR 
mostly focus on the role PR practitioners should play in achieving CSR goals. Previous 
studies mainly analysed the role that PR practitioners took in CSR matters and did not 
critically analyse how and why they choose to practice particular CSR and PR functions.  
 
In gaining a better understanding of how PR practitioners and top managers perceive their 
organisational environment and how their perception shape the enactment PR and CSR 
functions, this study provides valuable contribution to PR–CSR scholarship. Using an 
interpretive approach, this study provides another alternative to understand the organisation, 
since it allows the researcher to view an organisational life based on interpersonal and 
organisational meanings. This study contributes to CSR and PR studies, which have been 
dominated by a utilitarian approach which requires the decision-makers to identify the 
consequences of the action that are affected by many factors. The interpretive approach, 
which is incorporated in this study, employs subjective views and concerns about “the 
symbolic aspects of organisational life and how various organisational publics use symbols to 
assign meaning to their organisational experiences” (Toth & Heath, 1992, p. 209).  
Accordingly, the interpretive approach enables researchers to understand how PR 
practitioners and top manager perceive their organisational environment, and how their 
perceptions have implications on the enactment of CSR and PR functions.  
 
This study is also novel in its application of enactment theory. Enactment theory has been 
used primarily to understand how an organisation engages in social change as well as in crisis 
situations (Weick, 1988). But none of the studies has used this theory to understand the 
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enactment of CSR and PR within an organisation. Therefore, this study provides another 
approach to understanding how CSR and PR are constructed and enacted in an organisation 
as well as to understanding the company’s justification in enacting particular CSR and PR 
functions. 
 
In CSR matters, Heath (2001) proposed the rhetorical enactment view of PR, which 
maintains that “all of what each organisation - as well as of each market, audience, and public 
- does and says, becomes meaningful because of interpretations that people place on those 
actions and statements” (p. 32). As discussed in the Literature Review chapter, the main 
problem faced by PR practitioners in CSR is how to balance interests of the organisation with 
interests of publics and other parties. PR practitioners facilitate the dialogue between the 
organisation and its publics through this rhetorical enactment process.  
 
This study, accordingly, proposes another approach in PR practices that is normatively 
referred to two way symmetrical communication. Heath’s (2001) rhetorical enactment 
approach maintains that organisations and society need shared meaning to operate. Motion 
(1997) remarked that the information management flow which is emphasised in the two way 
symmetrical communication often ignores the centrality of discourse. Motion (1997) 
preferred to view PR as “primarily concerned with the creation and maintenance of 
relationships and the production, exchange, and negotiation of meaning” (p. 2).  There is a 
statement and counterstatement which form the process and shape the content of rhetoric for 
seeking agreement between the organisation and society. Heath (2001) pointed out that 
rhetorical enactment process is ethical because individuals use “dialogue to define and 
advance their interests within the limits of others’ opinion” (p. 32) about certain issue.   
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This study also proposes a strategic issues management approach to understand the process to 
define CSR standards. As Heath and Palenchar (2009) remarked, CSR standards are central 
to the perceived legitimacy of the organisation. The characters of the organisation and the 
organisational legitimacy affect the trend of the issues relate to CSR standards, the 
organisation’s credibility during the issue debates, as well as efforts to make a consensus 
among organisations, stakeholders, and stakeseekers. CSR standards are constructed through 
conflicting and compatible interest between the organisation and its publics. Strategic Issue 
management is enacted to manage legitimacy gap, which is a discrepancy between the 
organisation’s behaviours and social values and expectancy.  
 
Further, the enacted roles of PR found in this study, which are the manager role of PR as the 
organisational interpreter, the role of PR as the company’s agent, and the cultural interpreter 
role of PR, are in line with the concept of the organisational rhetorical enactment as well as 
the strategic issues management. The participants claimed that these enacted roles aims to 
facilitate dialogue with the public. In spite of this, it is possible that these enacted roles aims 
to manipulate the environment to fulfil the organisation’s expectations. The organisation 
often sets the rules that underline the dialogue between the organisation and the public. In 
other words, the power to decide the principles in relationships lies with only one party: the 
organisation. The enacted roles of PR as media publicist and educator or penyuluh are also 
possible aim to shape publics’ opinion to support the company’s expectations. In spite of this, 
this study argues that it is equally possible as well that the public will see through this 
manipulation and react against it. The public is equally active in interpreting and enacting 
views and approaches towards the company.  
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This study is also important as it considers how CSR and PR ethics are relative to time and 
place. The study argues that there is no “one-size-fits-all” approach. There is a need to 
consider local values while keeping the global standard. The study was conducted in 
Indonesia, which provides a multicultural background. Conducting the study in this country is 
important to understand how each company accommodates local values into their CSR and 
PR practices. This thesis, accordingly, contributes to international PR scholarship.  
 
There is also a debate in CSR and PR scholarship whether a multinational company should 
implement the values of the home country only or also accommodate those of the host 
country. A case study based on a multinational company, an Indonesian private company that 
was formerly owned by foreign investors and claims to be an international player, and a state-
owned company with 35% of its shares owned by foreign investors, provides a significant 
background to understand this debate between global and local factors shaping CSR and PR 
strategy. This study supports the proposition that while embracing the guidelines from their 
head office, the company’s perceptions of their local environment shape their decision to 
enact CSR and PR as the way they do. 
 
In spite of this, this study argues that if a company conducts a dialogue with local 
stakeholders and is responsive to local demands, then it is likely that this company will enact 
a responsive CSR strategy. This strategy tends to be a reactive strategy and is aimed at the 
minimum level required by the local law. This is dangerous if the company only complies 
with the host country requirement level that may be lower than international standards. 
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Further, this study provides a better understanding of how organisational ownership 
influences the enactment of CSR and PR practices. In this thesis three different companies, 
each with different types of ownership, were chosen: an Indonesian private company, a 
multinational company, and a state-owned company. By comparing the findings of these 
companies, this study identifies how significant ownership is for a company’s process of 
enacting CSR and PR practices.
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 CHAPTER 10. CONCLUSION 
 
1.  Introduction 
The primary purpose of this study is to understand the process of companies adopting 
particular CSR and PR functions and the factors that shape these outcomes. Enactment theory 
maintains that there are uncertainties within the environment that urge organisations to seek 
interpretations, which then underline their actions. The organisation develops specific ways 
to interpret its environment, whether by actively or passively engaging in their environment. 
This study found that the Indonesian private company and the multinational company 
actively engage in their environment. These companies allocate resources to search for 
information to help them interpret and enact their findings. Unlike these two companies, the 
state-owned company did not actively search for information from its environment. This 
company relied mainly on routine data or documentation to interpret their environment. 
 
CSR and PR were enacted by the companies as a response to the ecological changes in the 
post-Suharto era. There were two processes involved: (1) the process of selecting the 
interpretation of the ecological changes and (2) the process to decide how to act upon the 
interpretation chosen.  These processes are aiming at gaining organisational legitimacy from 
publics. This legitimacy is important to gain supports from the community as well as the 
international shareholders. 
 
2.  Summary of Key Findings 
There are two ecological changes that have been perceived as causing equivocality: (1) the 
social and political changes and (2) international CSR movements. This study concludes that 
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there is a cyclic process of organisational enactment in companies’ responses to these 
ecological changes. When the participants enacted the environment, this caused another 
ecological change. The participants then interpreted the situation and acted upon this 
interpretation, which produced another ecological change that led to another interpretation. 
This process is continuous. There is also no enactment process that is totally independent of 
any other enactment process within the organisation. Thus, CSR and PR functions are results 
of an ongoing interaction process to negotiate and construct social realities among 
organisational members about their organisational environment. 
 
The companies need to enact their environment to gain legitimacy from the communities and 
international shareholders. During Suharto era, the legitimacy was given by the government. 
In the post Suharto, however, the companies need to negotiate with the public to be 
legitimate. To manage legitimacy, the companies enacted both, the substantive management 
and symbolic management. The substantive management was enacted by changing the 
organisation’s structure as well as their CSR programs. The symbolic management was 
enacted through their PR practices to portray their CSR activities. The strategic approach in 
managing legitimacy was dominant in this study, as the participant believed that they can 
manage and manipulate the legitimacy. 
 
2.1.  The Enactment Process of Corporate Social Responsibility and Public Relations 
The social and political changes in the post-Suharto era have been seen to cause ecological 
changes. The participants interpreted this as a condition in which the community became 
more powerful. This was the environment that was created in the mind of the participants. 
The interpretation was influenced by their past experiences – their experiences during the 
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Suharto era. When they selected the interpretation, they created a story to make sense of what 
happened and to carry on the current activities. The participants then enacted the environment 
by creating the appearance of it or by doing something about it. They then decided to act 
upon this interpretation by enacting CSR and PR, which focused on managing relationships 
between the company and the community.  
 
The companies also enacted the environment by establishing an independent division at the 
mining site that was responsible for handling CSR and PR functions. The companies enacted 
a substantive approach by changing their organisation designs to gain legitimacy. In the 
Indonesian private company and the multinational company, the manager of this division had 
direct access to the decision-maker. Essentially, they enacted the role of PR manager as the 
organisational interpreter to support the top manager in decision-making processes. The 
position of this division as a supporting unit towards other divisions in building relationships 
with the community also supports this enacted role. Unlike these two companies, although 
the state-owned company established the PR and Community Development Unit at the 
mining site, the manager of this department had no direct access to the top manager.  
 
The enactment of CSR and PR as community relationships functions has contributed to a 
further enactment process. The participants perceived the community’s collective culture 
influenced the relationships between the community and the company. They enacted this 
interpretation by building personal relationships with key actors and leaders, since they 
believed that the peoples’ opinion was more likely to be linked to their leaders’ view. This 
shows how the companies employ societal values to conform companies’ behaviours to social 
expectations.  
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This enactment contributes to a further enactment in the Indonesian private company and the 
multinational company. These companies actively engaged in their environment by assigning 
field officers who had the same cultural background as the community and/or an awareness 
of cultural differences. They believed that the community would accept the field officers as 
part of their “in-group” and accordingly would act as agents as well as interpreters for the 
company in building relationships with the community. Thus, they enacted the role of PR as 
agents and cultural interpreters. 
 
What these processes show is that the action to enact the interpretation was influenced by the 
participants’ beliefs. It is about “believing is seeing”, which tends to follow a self-fulfilling 
prophecy. When the participants believed that by doing something good for the community 
through CSR programs they could build good relationships with them, then their actions 
would confirm this belief. The participants behaved in such a way as to bring about the 
confirmation of their beliefs. These self-fulfilling beliefs, whether true or false, had 
consequences in determining their social reality.  
 
The other ecological change perceived as causing equivocality was the international CSR 
movements. The participants perceived that the international public demanded them to be 
environmentally and socially responsible and follow the international standards of CSR, such 
as the ISO 14001, the UN Global Compact, the GRI report, and the sustainable development 
concept. The Indonesian private company and the multinational company enacted this 
interpretation by embracing the international standards into their code of conduct as well as 
by enacting community development programs. This reflects the endorsement approach to 
gain legitimacy from international shareholders. In the state-owned company, the participants 
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enacted this interpretation by adopting the partnership and environmental development 
program as their CSR commitment. They enacted this by changing the name of the unit from 
the Partnership and Environmental Development Unit to the Community Development Unit, 
then into the CSR Unit, while the activities of the unit remained the same. This shows that 
enactment can also be a labelling process.  
 
The participants also believed that corporate image was influenced by their CSR 
commitment. They enacted this by adopting community development programs to support 
their community. They believed that community development was an appropriate program 
for the communities who live in remote and undeveloped areas. This result supports the 
proposition that while the company practises the international standards of CSR, they also 
adopt the local context in practising CSR. Further, when they believed that the mass media 
was the most powerful means of influencing public opinion, the companies enacted the role 
of PR as media publicists to make known their community development programs. 
 
2.2.  The Relationships between Corporate Social Responsibility and Public Relations 
This study also aims to understand how the companies perceived the relationships between 
CSR and PR. The study revealed that the participants from the Indonesian private company 
and the multinational company perceived CSR and PR as unseparated functions. They 
interpreted CSR and PR as community relationship functions. They believed that to run CSR 
the companies needed good relationships with the community through good PR. At the same 
time, PR needs CSR as a means of building good relationships. This is the environment 
created inside the participants’ mind. The participants did not react to this environment. 
Instead, they enacted it by stimulating the environment for the sake of representation. They 
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enacted the environment by establishing an independent division that was responsible for 
handling both CSR and PR functions and by assigning the staff within this division to 
perform both functions. In the state-owned company, however, the participants perceived 
CSR and PR as separate functions. The PR Unit was a technical support unit for publishing 
community development programs. 
 
The interpretation that CSR and PR are unseparated functions is also in line with the cyclic 
principle of organisational enactment. The enactment of CSR influences further enactment of 
PR. The enactment of PR also contributes to the further enactment of CSR. As this is a cyclic 
process, there is no attempt to identify which one is the antecedent and which is the 
consequence. This is a cyclic and unseparated enactment process.  
 
2.3.  The Enacted Role of Public Relations 
Although the primary aim of this study was to understand the enactment of CSR and PR 
functions, this study also revealed five enacted roles of PR as part of the process. These 
enacted roles are (1) the manager role of PR as the organisational interpreter, (2) the role of 
PR as the company’s agent, (3) the cultural interpreter, (4) the media publicist, and (5) the 
penyuluh or educator. This study maintains that while these roles are useful to understand, 
this is not the focus of this study and these roles may need to be validated in future research.  
 
The manager role of PR as the organisational interpreter was enacted by the Indonesian 
private company and the multinational company. This role was enacted by the manager of the 
division responsible for CSR and PR functions. This is reflected by the organisational design 
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of these companies, in which this manager has direct access to the top manager as well as to 
other divisions in handling relationships with the community. 
 
The enacted role of PR as the company’s agent was also found in the Indonesian private 
company and the multinational company. This enacted role is in line with the organisational 
interpretation model of these companies, which indicates an active engagement towards their 
environment. The companies enacted this role by assigning field officers who lived in the 
community to inform the company about who can make what decisions, or who has what 
information, as well as how and when to reach those key actors of the community. 
 
The Indonesian private company and the multinational company also enacted the role of PR 
as cultural interpreter. This was enacted by assigning field officers who had the same cultural 
background as the community and/or were aware of cultural differences to be their consultant 
regarding their daily issues as well as be their interpreter. 
 
The media publicist role was enacted as the company interpreted CSR as a medium to build a 
good corporate image. This role was enacted by all companies. 
 
Finally, the penyuluh or educator role of PR was enacted by the state-owned company, which 
perceived the need to educate the community about the mining operation.   
 
These enacted roles aim to support the enactment process of CSR and PR practices. This 
study maintains that these enacted roles may aim to manipulate the community to support the 
company’s expectation. This study also points out that it is equally possible that the 
CHAPTER 10. CONCLUSION 357 
 
community may react against it, as they are actively interpret and enact views and approaches 
towards the company.  
 
2.4.  The Significance of Ownership in Shaping the Enactment Process 
As mentioned earlier in this chapter, enactment is a response to the ecological changes that 
companies perceive as causing equivocality. The organisational members are usually not 
aware of their environment when things run smoothly. Only when there are changes do they 
start to make sense of what is happening. The socio-political changes and the international 
CSR movements were perceived by the companies studied as ecological changes that 
contained equivocality. Their CSR and PR functions were influenced by the enactment of the 
interpretations about what was going on regarding the socio-political changes in the post-
Suharto era and the international CSR movements. 
 
This study revealed that the participants’ interpretation of these two factors was influenced by 
their company’s ownership. In the state-owned company, the participants noted that they 
were obliged to conduct the partnership and environment development program to support 
the government development plan. Accordingly, when they interpreted CSR as the 
company’s commitment to develop the community, they enacted this interpretation by 
conducting the partnership and environment development program as their CSR commitment. 
This choice shows that they enacted the expectation of their owner: the Indonesian 
government.  
 
The influence of the interpretation of shareholders’ expectations was also clearly found in the 
multinational company. The participants from multinational company enacted international 
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CSR standards as they believed that their international shareholders expected them to do so. 
In other words, they interpreted the international CSR movements as a condition in which 
their shareholders expected them to be a socially and environmentally responsible company. 
If they could not fulfil this expectation, the share price would drop and the company might 
lose their shareholders. The finding in the multinational company also shows that they 
enacted the international CSR standards and the guideline from the head office in the home 
country at the same time as they enacted the local environment in the host country, which 
was the social and political change in the Suharto era and the cultural values of the 
community. Thus, while they enacted the shareholders’ expectations, the company would 
also be able to gain acceptance from the local community.   
 
The Indonesian private company was owned by an Indonesian private corporation group. 
This company claimed to be international players. Accordingly, they enacted the international 
CSR standards as well as their interpretations of the local environment. This study also 
argues that it is not only a multinational company that adopts local values while also 
maintaining international standards in conducting CSR. But it is also possible for a national 
company to do so. This depends on how the company interprets the environment. When the 
Indonesian private company perceived themselves as international players, they enacted this 
belief by adopting international standards as well as local values.  
 
The organisational design also contributed to the interpretation and enactment process. In the 
Indonesian private company and the multinational company, the participants perceived CSR 
and PR as unseparated functions as reflected by their organisational design. Participants from 
this division also claimed that they performed both functions. They considered CSR and PR 
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functions as strategies to ensure that the mining operation ran well and this was reflected in 
their organisational design. The division had a direct line to the top manager as well as to the 
mining operations division. Conversely, in the state-owned company the participants 
perceived CSR and PR separate functions. These functions were managed by two separate 
units at the mining site.  
 
3.  Implications of the Study  
3.1.  Implications of the Findings for Public Relations Practices 
This study maintains that CSR and PR are results of the interpretation and enactment process 
of organisational members towards the environment. It is the responsibility of the managers, 
especially the top managers, to interpret the environment, provide meanings, and direct 
organisational actions. In spite of this, the managers may interpret the environment intuitively 
or spontaneously without realising their role in defining the environment for the whole 
organisation. Therefore, this study proposes that it is the role of PR practitioners to facilitate 
and ensure that managers perceive the organisation as an interpretive system and involve PR 
as the organisational interpreter. 
 
This study also maintains that what is important for PR practitioners to understand is how 
their perceptions result in particular practices. Therefore, it is critical to develop self-
reflective understandings of how one arrives at certain interpretations. They also need to 
develop analytical skills and tools to draw multiple interpretations about their environment 
rather than rely on one single interpretation. The stakeholders are not passive. They also 
actively interpret their environment. Accordingly, there is a danger of relying on a single 
interpretation that results in single-oriented practice.  
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3.2.  Implications of the Findings for Public Relations Education 
The findings of this study suggest the need for PR education that trains students to develop 
their analytical skills to draw multiple interpretations on the environment. Training, practice, 
and habits to interpret the environment enable them to enact the organisational interpreter 
role of PR. The case study approach and internships are appropriate methods to facilitate this. 
The case study approach enables students to learn how a certain company interpreted and 
enacted the environment and what the impact of their enactment is. The case study also 
allows students to exercise how they will act if they work for the institution discussed in the 
case. The internship is important to provide students with experience in field. This 
implication is particularly important for education in Indonesia, where this study was 
conducted. Although this approach has been conducted by some institutions, class lectures 
are still dominant.  
 
Developing a curriculum that emphasises PR functions as management functions to build and 
maintain reputation and relationships is a consensual way in many schools. This study 
underlines the importance of incorporating an interpretative approach as well as the social, 
economic, or political issues into the PR curriculum to help students develop their analytical 
skills in interpreting the environment. 
 
3.3.  Recommendation for Further Research 
This study focused on how companies interpret and enact their interpretations of their 
organisational environments. The study was conducted by examining the perceptions of the 
top managers and PR practitioners of three mining companies. Communities, however, are 
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not passive. They also interpret their environment as well as the company’s views and actions 
in relation to CSR and PR. Other organisations, such as the media or NGOs also develop their 
own interpretations of the company. It is possible that the conflict between the company and 
the community or between the company and other organisations is due to a different 
interpretation towards each other or towards a certain event. To better understand CSR and 
PR functions, this study suggests further research into how the community and other 
organisations interpret and enact their interpretations. In addition, this study was conducted 
based on a case study of the mining industry. The researcher, accordingly, suggests further 
study on another type of industry that may have a different organisational context from the 
mining industry. 
 
This study also revealed the roles of PR practitioners: (1) the manager role of PR as the 
organisational interpreter, (2) the role of PR as the company’s agent, (3) the cultural 
interpreter, (4) the media publicist, and (5) the penyuluh, which were enacted by the 
companies. The role of PR as media publicist has been discussed in several studies. This 
study recommends further research to validate the other roles in CSR practices. While the 
role of cultural interpreter and educator are approaches that have been mentioned previously, 
these roles have not yet been further developed, especially in the context of the rhetorical 
enactment view of PR. 
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Questions about the participants’ profile: 
1. What is your position in the organisation and for how long? 
2. What functional role do you perform in your position? 
3. What is your educational background?  
 
Questions about how the participants perceive and practise corporate social 
responsibility: 
 
1. What is corporate social responsibility? 
2. How does your company conduct corporate social responsibility? 
3. Who is responsible for conducting corporate social responsibility? 
4. Why does your company conduct corporate social responsibility?  
5. What factors influence the practice of corporate social responsibility in your 
company? 
6. When did your company start to conduct corporate social responsibility? 
7. Is your company’s corporate social responsibility strategy always the same? 
If yes, why? If not, what are factors that influence the strategy?   
8. What kind of corporate social responsibility programs are conducted by your 
company?  
 
Questions about how the participants perceive and practise public relations: 
 
1. What is public relations? 
2. Who is responsible for public relations? 
3. How does your company practise public relations? 
4. Why does your company practise public relations? 
5. What factors influence the practice of public relations in your company? 
6. Is your public relations strategy always the same? 
If yes, why? If not, what are factors that influence the strategy?   
7. What kind of public relations programs are conducted by your company? 
 
Questions about how the participants perceive relationships between corporate social 
responsibility and public relations: 
 
1. Are there any relationships between corporate social responsibility and public 
relations practices in your company? 
If yes, what kind of relationships do they have? And why? 
If not, why? 
 
